ee ee 


CHICAGO 


PUBLISHED 
WEEKLY AT 537 
S. DEARBORN ST. 


HAR. 7504 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


NEW YORK 


GRAYBAR 
BUILDING, 420 
LEXINGTON AVE. 


LEX. 1572 


Vol. 1, No. 4 


CHICAGO, FEBRUARY 1, 1930 


Three Cents a Copy—$1 a Year 


Rough Proofs 


The Scripps-Howard Newspapers 
use as copy in this week's Post the 
statement, “I would like to stress the 
need for more intensive effort in sell- 
ing.” It is attributed to “the Secre- 
tary of Commerce in the administra- 
tion of 1924-1928, an internationally 
known economist.” Thus is concealed 
from everybody except you and me 
a reference to the P........ of the 


* * * 


The Advertising Federation of 
America is to meet in Washington 
next May. In case this sounds un- 
familiar, the A. F. of A. is just an 
alias for the International Advertis- 
ing Association, née Associated Ad- 
vertising Clubs of the World. 

a oS * 


The National Board of Legible 
Type Faces for Advertising Purposes 
has been organized in New York. 
From now on I'll have nothing but 
kind words for experts—these chaps 
have actually decided that type is in- 
tended to be read. 

co Re he 

The basis of poster circulation, we 
are informed, is “the total moving 
population of the community.” Be- 
fore some one from New York beats 
me to it, I'll ask: Do the people in 
Chicago, who spend their time duck- 
ing, rate as “moving population’? 

* *~ oe 

The American Federation of Musi- 
cians is spending $500,000 to oppose 
“canned music” in the movies, which 
has cost 6,000 good union men their 
jobs. Far be it from me to suggest 
a substitute for advertising, but why 
doesn’t the A. F. of M. meet the crisis 
by politely requesting the equally 
good union men who are making the 
canned music to cease and desist? 

ae co ok 

According to The Business Week, 
Carnation Milk is being aavertised in 
South America as being ‘‘from laugh- 
ing cows.” And after reading the 
Spanish or Portuguese equivalent of 
that, I'll bet the South Americans 
think advertising is just a lot of bull. 

* * * 


W. K. Henderson, the owner and 
announcer of Station KWKH, has 
acceded to Senator Dill’s request that 
he eliminate profanity, but adds that 
the distinguished Senator is a Dill- 
pickle. Only the statisticians can 
decide now whether the total produc- 
tion of profanity has been reduced. 

* cg co 

“Varicose Veins Reduced” is the 
promise of an electric sign (Flex- 
lume, I think) on North Dearborn 
Street in Chicago. Do you suppose 
it is anything like the system used 
for reducing variccse accounts on 
brokers’ books during the late un- 
Pleasantness? 

cS * * 

The Harvard Advertising Awards. 
it is explained, are intended to dis- 
courage “unsocial” expenditures. If 
that’s the case, no advertisement of 
a car with a rumble-seat will ever re- 
ceive an award from the Cambridge 
institution. 

Ss ss 6 

The American Medical Association, 
I understand, is setting up a commit- 
tee to pass on the health claims of 
food manufacturers. And in the 
Meantime I’m so uncertain about my 
Vitamins that I can barely manage 
to order a sirloin steak with French 
fried potatoes. 

ak co * 

“Four hundred and sixty-five thou- 
Sand feet of Barrett specification 
Toofs on sixteen buildings of the Can- 
hon Mfg. Company, largest manufac- 
turer of towels in the world.” 

So Cannon comes clean for Barrett 
roofs. 


Cory Cus. 


TRADING AREAS 
SHOWN TO VARY 
WITH PRODUCT 


Rural Buying Surveyed by 
Teachers 


New York, Jan. 30.—Automobiles 
and good roads have not yet dealt a 
death blow to small-town merchants, 
the National Association of Teachers 
of Marketing and Advertising found, 
in a survey of “The Effect of Auto- 
mobiles on Trade” in rural communi- 
ties. 

Most of the analyses made thus 
far concerned themselves with urban 
markets. The present survey covered 
Humboldt, Sac, Tama, and Buchanan 
counties, lowa; Marquette and 
Green counties, Wisconsin; Wyan- 
dotte and Ashland counties, Ohio. 
Returns of 25 per cent were obtained 
from 3,500 questionnaires. 


Varying Distances Traveled 
The survey ascertained the varying 


distances traveled to buy certain 
types of commodities: 

Average 
Merchandise Miles 
Women’s dress clothes.......... 12.9 
Men's Groeas cClothes.......6 0800 11.8 
NS ne hale een ee age 10.4 
Gifts for birthday, etc........... 10.3 
ED 5 Karts atnd bees RWS ue 9.1 
Jewelry and silverware......... 9.0 
CUHIGPOR BD CIOTROE o6 vice ccecccns 8.4 
Radios and radio equipment.... 8.2 
Women’s house clothes.......... 7.8 
a ere Tt 
iis ceed eo eho ks £64608 7.6 
Men's Work clothes. .....ccccscre 1.5 
Pe ee en 6.9 
Auto parts and accessories...... 6.8 
Drugs and toilet goods.......... 6.5 


Incubator and poultry supplies... 6.2 


Farm implements and machinery 
Shop tools and other hardware.. 5.4 
Gasoline and lubricating oil..... 5.1 
Lumber and building materials.. 5.0 
CO G0 e ie 6a DER ES EN OE OE ROS 
Distance to nearest town........ 3. 
How Lumber Is Bought 

Another table was developed break- 
ing down this mileage into five-mile 
groups. A third shows the size of 
towns in which a number of com- 
modities were purchased, indicating 
that 61 per cent of the lumber is 
purchased in towns of less than 1,000 
population, while only 8 per cent of 
the women’s dresses were bought in 
such towns. Only 9 per cent of the 
lumber was bought i towns over 
5,000, while 48 per cent of women’s 
dresses were purchased in such 
towns. 

“This,” said the association, “bears 
out the idea that it is not possible 
to establish the ‘trading radius’ of 
a given city and apply it to all com- 
modities. The distance farmers will 
travel to a given city depends upon 
the product they wish to purchase 
and the number of products they will 
purchase on a given trip.” 

When Convenience Counts 

A fourth table shows the relation 
between the distance traveled and 
the classification of the goods, the 
dominating influences being indicated 
by a plus mark. It indicates that 
not until the average distance gets 
down to less than eight miles does 
the convenience element become a 
dominant factor. é 

The danger of generalizing was in- 
dicated as follows: 

“Thirty-five per cent of Marquette 
farmers buy women’s dress clothes 
in towns under 1,000 while 82 per 

(Continued on Page 11) 


A. B. C. to 


Decision to hold the annual con- 
vention of the Audi: Bureau of Cir- 
culations at the Hotel Stevens, Chi- 
cago, October 23 and 24, and to carry 
out recommendations of the member- 
ship made at a general meeting last 
October, featured a meeting of the 
Board of Directors of the A. B. C. in 
Chicago this week. Most important 
of the decisions reached was in re- 
gard to association publications. 

At the November meeting of the 
Board the following resolution 
adopted by the general session dur- 
ing the convention in October was 
submitted for consideration: 

“RESOLVED, that the Audit Bu- 
reau ot Circulations recommend to 
the Board of Directors a revision of 
rules pertaining to association sub- 
scriptions, so that in Paragraph 8 
these subscriptions which are com- 
pulsory upon members of an associa- 
tion shall be segregated from those 
which are voluntary, and that com- 
plete information with regard to as- 
sociation memberships shall be given 
in all paragraphs containing detailed 
analysis of circulation.” 

O. C. Harn, managing director, was 
requested to prem re a rule in accord- 
ance with the principle embodied in 
this resolution and present it at the 
January meeting of the Board. At 
this meeting the following ule was 
adopted to become effective with the 
period beginning January 1, 1951: 

Association Rule Adopted 

“(a) Members of an _ association 
who receive a publication by virtue 
of their membership in such associa- 
tion and whose subscriptions to the 
publications are paid for as a part of 
their association dues or by assess- 
ment, shall be designated as associa- 
tion subscribers and such subscrip- 
tions shall be designated as associa- 
tion subscriptions. 

“(b) Association subscriptions 
shall be segregated into two classes 
and shall be set up in Bureau reports 
separately according to those classes. 
The first class shall be known as 
Voluntary Association Subscriptions. 
In this class shall be included sub- 
scriptions of members of an associa- 
tion which gives its members the 
option of accepting the paper or of 
rejecting it and of reducing taeir as- 
sociation dues by a definite named 
sum if they reject the paper. 

“This option must be made known 
to the member at the time of his 
joining the association and be clearly 
stated on each bill for dues in such 
a way as to make remittance a vol- 
untary subscription to the paper as 
well as a remittance for membership 
dues. 

“The second class shall be known 
as Involuntary Association Subscrip- 
tions. In this class shall be in- 
cluded subscriptions of members of 
an association whose association dues 
remain the same whether they elect 
te accept or to reject the paper. 

“(e) In all paragraphs of Bureau 
reports designed to describe subscrip- 
tion or sales methods which are not 
used by association papers, the fact 
that it is an association publication 
shall be noted. 

“(d) In setting forth the renewal 
percentage of a publication, Bureau 
reports shall segregate all association 
subscriptions, whether voluntary or 
involuntary, from individual  sub- 
scriptions, and shall give the per- 
centage of renewals on each of these 
two classes of subscriptions sepa- 
rately. 


Classify 


Assn. Subscriptions; 
Convention Dates Set 


“(e) Association subscriptions 
shall not be credited as paid circu- 
lation unless at least 50 per cent of 


either the regular advertised annual 
subscription price or newsstand price 
be paid for same.” 

Rule on Farm Papers 

At the November meeting of the 
Board, January 1, 1930, was set as 
the date for the new rule covering 
bulk sales to become effective for 
farm papers. It having been pointed 
out that virtually all farm paper bulk 
sales are taken on a term subscrip- 
tion basis and that the earlier effec- 
tive date set would affect business 
already contracted ‘for before the 
adoption of the new rule, the Board 
of Directors at its January meeting 
adopted the following resolution: 

“Resolved, that the Bulk Sale rule 
adopted November 15 shall be put 
into effect, for farm papers, as fol- 
lows: 

“(a) Bulk sales made previous to 
January 1, 1930, shall be set up in 
Publishers’ Statements during 1930 
on the first page as heretofore. 

“(b) Bulk sales made subsequent 
to December 31, 1929, shall be set up 
in Publishers’ Statements for 1930 
and thereafter in accordance with 
the provisions of the new bulk sales 
rule.” : 

Analyze Canadian Circulation 

In accord with a resolution adopted 
by the Advertiser and Advertising 
Agency Divisions at the recent gen- 
eral convention the Board of Direc. 
tors adopted a rule requiring publi- 
cations that have a circulation of 
35,000 or more in Canada to break 
down that Canadian circulation by 
provinces. 

The Board of Directors voted to 
amend Article III., Section 11, of the 
By-Laws to read as follows: 

“Publisher members or their repre- 
sentatives may purchase copies of 
competitors’ statements or Audit Re- 
ports in addition to the three which 
are furnished free of charge.” 

This amendment is to be submitted 
to the members of the Bureau for a 
vote by mail. 

Rule on Extra Cost 

The Board of Directors amended 
Chapter C, Article I, Section 10, of 
the Rules and Regulations to read as 
follows: 

“(a) When the Bureau is required 
to spend more time upon an audit 

(Continued on Page 11) 


AUTO INDUSTRY 
NERVOUS, BUT 
IS OPTIMISTIC 


Chicago Show Hears of New 
Plans 


The automobile industry is nervous 
but optimistic. 

That’s about the way observers 
sized up the situation disclosed at 
the Chicago automobile show, which 
has been in progress during the past 
week. 

The nervousness is based on the 
practical certainty of a drop in 1930 
sales from the 1929 all-time peak of 
5,640,000 cars and trucks to approxi- 
mately 4,750,000 units this year. 
The optimism is due to the big im- 
provement in conditions disclosed in 
Chicago, where buying was more 
active than had been expected. 

Advertising plans are showing to 
a considerable extent the influence of 
the probable reduction in sales. There 
will be retrenchment by many of the 
manufacturers, although some in- 
creases are also in prospect. General 
Motors, which did not issue a formal 
statement regarding its plans, is re- 
trenching as far as immediate ad- 
vertising is.concerned, but has not 
made definite budgets for the year, 
preferring to allow plans to develop 
as conditions justify. 


Advertising Was Lighter 

The volume of automobile adver- 
tising during the shows is usually 
very heavy. This year it has been 
much lighter than usual. The news- 
papers which feature show numbers 
have reported declines of from 20 to 
10 per cent in lineage, and the big 
issues of the motor trade _ publica- 
tions featuring the shows were also 
off in volume. But these facts are 
hardly indicative of the year’s out- 
look. 

Both manufacturers and dealers 
are planning the sort of sales and ad- 
vertising effort which will enable 
them to make money on the probable 
year’s volume. Prices are somewhat 
higher, and efforts are to be made to 
merchandise cars and trucks on a 
saner basis as to net profits. 

The development of plans for junk- 
ing old cars, which is not offered as 
a panacea for the used-car problem, 
but which has a bearing upon it, has 
been proceeding apace. This idea 
was originated by Chevrolet, and is 
now being applied to all General Mo- 
tors operations. Under this plan, the 
manufacturer segregates $5 of the 
price of each car he _ sells, thus 
creating a fund to cover junking. 
When the dealer accepts in trade a 
car which is past the age of real use- 
fulness, and is willing to junk it, 
under the supervision of the manu- 
facturer, the latter allows him $50 
from the special fund for each car 
thus eliminated from the market. 
All important parts must be broken 
up, under this arrangement. 


Will Remove Million 

Chevrolet got rid of 150,000 junks 
last year, and if the plan is extended 
to the extent that seems probable in 
1930, it will at least add to the safety 
of traffic and remove a million or so 
ancient wagons from the highways. 

Studebaker is one of the manufac- 
turers who have adopted a junking 
plan for 1930, and the announcement 
to this effect by J. M. Cleary, general 
sales manager, at the Studebaker 
dealers’ banquet at the Palmer House 
last Monday evening was _ received 
with cheers. The dealers were warned, 
however, that this will not mean the 
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end of used-car problems, by any 
means. 

Hupmobile will likewise have a 
junking plan for its dealers in op- 
eration. 

During 1930, more than ever be- 
fore, there will be a battle for deal- 
ers. The era when new capital and 
new dealers were rushing into the 
automobile business is over, and there 
are now too few desirable dealers to 
go around. Manufacturers who have 
had reasonably generous dealer poli- 
cies are getting the breaks at pres- 
ent, and those who were very hard- 
boiled during the days when their 
goods were exceptionally salable are 
now seeing some of their best retail- 
ers going over to the enemy. 


Reaping As They Sowed 


Thus the policy of “Take the cars 
or cancel your contract” is begin- 
ning to pay dividends in kind, since 
automobile-dealer contracts may be 
canceled at any time, without notice, 
by either party. 

Auburn is one of the manufacturers 
who are profiting because of a broad- 
minded dealer policy. One of Presi- 
dent E. L. Cord’s recent actions 
which brought an enormous amount 
of boosting from dealers was an un- 
expected Christmas present to them 
in the form of checks for $10 for 
each small eight sold in 1929 and 
$20 for eacli big eight. The company, 
incidentally, did not issue any pub- 
licity regarding its action, and asked 
the trade papers not to publish any- 
thing about it, but the results, in 
word-of-mouth advertising and trade 
convention boosting, have been worth 
at least as much as the bonus 
amounted to. 

On the other hand, one of the De- 
troit manufacturers with a reputa- 
tion for crowding automobiles down 
the gullets of his unwilling dealers is 
losing a lot of them just now to Au- 
burn. 


Pierce-Arrow Doing Well 


Pierce-Arrow is reported to have 
done unusually well at Chicago, both 
in point of lining up dealers and in 
actual sales. Graham, as the car 
built by the Graham-Paige Automo- 
bile Company will be known hence- 
forth, also reported unusual success 
for its campaign for additional deal- 
ers. It has added nearly 400 during 


Dates Announced for 
Direct Mail Convention 


Milwaukee, Jan. 29—October 
1, 2 and 3 are the new dates 
for the 1930 convention of the 
Direct Mail Advertising Asso- 
ciation. As predicted in AD- 
VERTISING AGE, a change 
was made because of conflict 
with another large organiza- 
tion 

The convention was orig- 
inally scheduled for October 
8-10. 


the past year, and now boasts about 
3,000 retail outlets. Success for the 
Graham is predicted by trade author- 
ities. : 

The probable activities of General 
Motors along advertising lines in 
1930 have been given a lot of atten- 
tion of late, but little actual informa- 
tion has been forthcoming. There 
have been some reports that because 
the work of the institutional adver- 
tising committee has been consoli- 
dated with that of the sales and ad- 
vertising section, there would be no 
institutional advertising. This, how- 
ever, is not the case. 


Grant in Limelight 


“General Motors will have an in- 
stitutional campaign in 1930,” ApbvEr- 
tistnc AGE was told at the Chicago 
show. “In addition to the General 
Motors broadcast over the NBC, 
which has been going on since No- 
vember, 1927, and will be continued 
under the direction of Vice-President 
A. H. Swayne, there will be a maga- 
zine schedule and perhaps a news- 
paper schedule as well. This cam- 
paign is in charge of P. Wesley 
Combs, formerly of the Blackman 
Company. 

R. H. Grant, vice-president of Gen- 
eral Motors, is the big figure at 
present in the sales and advertising 
situation. He is chairman of both 
the sales committee, made up of the 
general sales managers, and in some 
cases the presidents, of all General 
Motors units, and is likewise chair- 
man of the advertising managers’ 
committee. B. G. Koether is secre- 
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tary cf both committees and is direc- 
tor of the sales and advertising sec- 
tion. 

Mr. Grant, formerly general man- 
ager of Delco-Remy, made his big 
success as sales manager of Chevro- 
let. He put the car over with a bang, 
and now he is the big boy in the 
establishment of all General Motors 
sales and advertising policies. 


R. M. Rowland, advertising man- 
ager of Chrysler Motors, who was at 
the show, said that the 1930 cam- 
paign would be as large or larger 
than in 1929, and that advertising 
pressure would be maintained in be- 
half of Chrysler products. Details of 
the campaigns have not yet all been 
worked out. Mr. Rowland indicated 
that less color would probably be 
used. 

“With so much color being em- 
ployed,” he commented, “good black- 
and-white pages look better to me 
than heretofore.” 

Hupp Is on Alert 

F. W. Monroe, of the advertising 
staff of the Hupp Motor Company, 
said that Hupp will be in a position 
during 1930 to take advantage of all 
opportunities of an advertising and 
sales character. 

“Right now,” he said, ‘we are mov- 
ing along with our sails trimmed, but 
we are in a good position to take ad- 
vantage of any opportunities that 
may present themselves. - Our deal- 
ers have low stocks, and are in shape 
to cash in on favorable develop- 
ments.” 

Reo is looking for a big year, sales 
at the Chicago show having been 
ahead of last year. There will be a 
substantial magazine advertising 
campaign, with The Saturday Eve- 
ning Post, Literary Digest and Amer- 
ican Magazine on the list, while 
eight or ten farm papers will be 
used in behalf of the Reo line of 
trucks. Business papers, including 
the trade publications of the automo- 
tive field, and vocational publications, 
which will carry truck copy, are also 
on the list. A large direct-mail 
campaign on the truck line is also 
planned. There will likewise be 
some newspaper advertising, which 
will probably be run on a monthly in- 
sertion basis. 

Reo is unusual this year in that it 
will employ the services of not less 
than three advertising agencies. 
Young & Rubicam, Inc., New York, 
will handle the car advertising; 
Blackett & Sample, of Chicago, will 
take care of the truck campaign, and 
George Harrison Phelps, Inc., of De- 
troit, will place the export advertis- 
ing. 

The Detroit Free Press distributed 
its sixteenth annual directory at the 
show. It was a remarkably useful 
compendium, indicating locations and 
personnel of all exhibitors, as well 
as other factors in the industry. 


Charles C. Swearingen 


Joins “Black Diamond” 
Charles C. Swearingen, widely 


known advertising man, has been ap- 
pointed advertising manager of The 
Black Diamond, Chicago. Mr. Swear- 
ingen has been with the Chilton 
Class Journal Company, Philadel- 
phia; assistant advertising manager 
of the Miami Herald and assistant 
advertising manager of the Louwis- 
ville Courier-Journal. 


Riley’s New Connection 

John Urban Riley has joined Nel- 
son, Duncan & Harlow, Boston ad- 
vertising agency. Mr. Riley, who is 
a member of the board of directors 
of the Advertising Club of Boston, 
was until recently vice-president of 
the O’Malley Advertising Agency, 
Boston. 


Direct Steel Account 

The Allegheny Steel Company, 
Brackenridge, Pa. has appointed 
Batten, Barton, Durstine & Osborn, 
Inc., New York agency. The com- 
pany’s new chrome-nickel alloy is 
being used on the new Ford car 
bodies. 


Reduce Advertising Rates 

Altoona, ." Jan. 29—A 15 per 
cent reduction in rates was made by 
the Altoona Mirror and Altoona Trib- 
une a8 a means of co-operating with 
local merchants in a “no-profit” sale, 
to enable retailers to clear their 


stocks, 


HOW GOODRICH 
SCOOPED WORLD 
ON LINDBERGH 


Rankin Lifts Veil on Famous 
Episode 


New York, Jan. 29.—How Goodrich 
capitalized the famous Lindbergh 
flight to Paris through the speed and 
flexibility of newspapers was related 
by William H. Rankin, head of the 
agency of that name, before the 
League of Advertising Women here. 

“About a week before Lindbergh 
flew we had advance information 
that he would be the first to fly,” 
said Mr. Rankin. “His Spirit of St. 
Louis was equipped with Goodrich 
tires. We prepared a full page ad- 
vertisement, but he got away before 
we had a chance to get the okay of 
B. G. Work, president of Goodrich. 

“L. A. MeQueen happened to be in 
New York that morning. He okayed 
the copy, but he said: ‘How do we 
know that Lindbergh will land safely 
on the other side?’ My reply was, 
‘We must have confidence and take a 
chance. Even if he does not get over. 
the fact that he started on Goodrich 
tires will be good advertising.’ 

“At 11:00 a. m. he telephoned me 
that Mr. Work wanted the page to 
appear in ‘today’s Sun.’ Every one 
said it was impossible. 

“I telephoned Mr. Fairchild and he 
agreed to turn over to us their entire 
composing and engraving plant. At 
12:30 we reported at the Sun office. 
The Sun photographer happened to 
deliver a photo of the Spirit of St. 
Louis taken that morning. A plate 
was made, type set and corrections 
okayed. We had until 3 p. m. to 
catch the last edition. At 2:50 the 
Lindbergh page was locked up and 
the advertisement headed “Lindbergh 
off to Paris on Goodrich Silver- 
towns” appeared in the Sun that day 
and the next morning in papers in 
New York, Philadelphia, Boston, De- 
troit, Washington and many other 
cities, in the same issue with the 
news that Lindbergh had landed safe- 
ly at the Le Bourget Airdrome. 

Hard to Balance Sales 

“There are four merchandising 
zones in the United States,” said Mr. 
Rankin. “National advertisers often 
find difficulty in building equal sales 
in each zone and therefore concen- 
trate their advertising in any desired 
spots to bolster volume. 

“Another condition we find with 
national advertisers is that sales are 
often satisfactory except in cities 
Aike New York, Chicago, Philadelphia, 
Boston, or San Francisco. News- 
papers may be used to reach from 75 
to 100 per cent of the homes in those 
cities and their trading areas. 

“In the large cities the magazines 
issued as a part of Sunday news- 
papers, The American Weekly and 
the rotogravure sections, have been 
proven to be the most powerful and 
successful forms of direct selling 
forces in those communities.” 

Mr. Rankin paid a tribute to the 
merchandising departments conduct- 
ed by such papers as the New York 
Herald, New York Journal, New 
York Daily News, Chicago Tribune, 
Chicago Daily News, Chicago Eve- 
ning American and others. 

“This service helps to get distribu- 
tion quickly,’ said Mr. Rankin. 
“Most of the newspapers have edu- 
cated retailers to the value of adver- 
tising and these newspaper merchan- 
dising departments are making ad- 
vertising more productive because of 
the confidence of dealers in news- 
paper space. 

Should Use Own Space 

“TI believe any daily newspaper can 
profitably use its own space regularly 
to build up this retailer-confidence. 
They could also do more than they 
are doing to create reader-confidence.” 

Mr. Rankin said that the cigar tax 
in Southern states has made the go- 
ing hard for many manufacturers 
who do not wish to add one cent to 
the price of the product. The William 
Penn five-cent cigar met this diffi- 
culty by advertising where the most 
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General LeQuatte Meets 
Enemy — They Are His 


Portiand, Ore., Jan. 30.—(By 
wire)—Delegates came to the 
meeting of the Pacific Adver- 
tising Clubs’ Association with 
their guns loaded, ready to 
blast the Advertising Federa- 
tion of America from the face 
of the earth. 

But Tim LeQuatte, newly 
appointed vice-president of the 
A. F. A., sold them the idea 
that the parent organization 
could and would help them 
in almost any way they might 
indicate. 

Result: All 
Western front. 


quiet on the 


people may be reached at the least 
cost, and where the greatest sales are 
possible. Assisted by newspapers’ 
merchandising service, the William 
Penn has become the largest selling 
cigar in the world. 

“By injecting the style appeal into 
the Robert Burns ten-cent Panatela 
and the Perfecto Grande two for a 
quarter, and supplementing news- 
paper advertising with radio and 
color pages in The Saturday Eveniny 
Post, 1929 sales were tripled,” said 
the agency expert. 


“By the use of newspaper adver- ; 


tising, we have built up satisfactory 
results for the West Indies cruises 
of the steamship Republic of the 
United States lines, at a time when 
other such cruises were not well 
patronized. We advertised in cities 
which we knew by experience were 
responsive to this appeal.” 
What Does Space Cost? 

Speaking of the cost of space, Mr. 
Rankin told of this suggestion to a 
manufacturer: 

“Dod you realize that you may buy 
a blank white page in almost any 
New York newspaper for less than 
one-half cent? And do you know that 
some advertising men can make that 
white page, on the average of the 
total circulation of the newspaper, 
worth 5 cents, 10 cents, 25 cents or 
$1, according to the quality of the 
copy and the physical appearance of 
the full-page advertisement?” 

Mr. Rankin described an interest- 
ing test where small newspaper copy 
was used without the knowledge of 
the district sales manager, and 
where the stock was cleared out, 
much to that individual’s happy sur- 
prise. 


Washington Printers 


Advertise 


Washington, D. C., Jan. 29.—The 
Washington Typothetae has begun 
an advertising campaign designed to 
keep local printing at home. The 
basis of the campaign is a booklet 
showing the results of “foreign” 
buying. 


New Home for “La 


Nacion” 

La Nacion, Chile newspaper, is 
erecting a 12-story business building, 
which it will share with Los Tiempos, 
associated evening paper. The struc- 
ture will be completed in May. 


Joins Buckley, Dement 

Albert E. Burnett, until recently 
advertising manager of the by-prod- 
uct industries of Armour & Co., has 
joined Buckley, Dement & Co., Chi- 
cago direct mail agency, as sales and 
service executive. 


Back With Doehler 
Edward H. Kornhauser, who left 
the Doehler Furniture Company, 
New York, last fall, has been re-ap- 
pointed advertising and sales pro- 
motion manager. 


Now “G-E X-Ray” 

The Victor X-Ray Corporation bas 
changed its name to the General 
Electric X-Ray Corporation. The 
trade-mark “Victor,” heretofore used, 
will be retained. 


Forms Chicago Agency 

The Edward William Rose Com- 
pany has been formed in Chicago. 
Mr. Rose was formerly vice-president 
of R. J. A. McLaughlin & Associates, 


Chicago. 
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Exposition Body 
Announces Policy 
on Solicitations 


Chicago’s Century of Progress Ex- 
position is not soliciting “donations” 
of funds through the medium of ad- 
vertising, nor through agencies out- 
side the world’s fair organization, it 
was announced following a meeting 
of the fair’s committee on public in- 
formation, of which Homer J. Buck- 
ley is chairman. 

Merchants, manufacturers and 
others who are solicited to invest in 
souvenirs, novelties, devices of all 
sorts, and schemes of varied nature, 
purporting to be of direct origin with 
the World's Fair of 1933, or from 
which the Fair will derive substan- 
tial benefit, should consider such 
souvenirs, etc., solely upon their com- 
mercial merits. 

The sponsors of the exposition de- 
sire to have it emphatically estab- 
lished that they are not soliciting 
“donations” of funds through the 
medium of advertising novelties, nor 
through agencies outside the Cen- 
tury of Progress organization. A re- 
port of such solicitations to the Pub- 
licity Department, 160 North LaSalle 
street, phone Dearborn 7400, is sug- 
gested. 


Oil Men Condemn 
Over-Lavish Hosts 
at the Conventions 


New York, Jan. 29.—‘‘Lavish, un- 
warranted and wholesale entertain- 
ment” at conventions is condemned 
by the American Oil Burner Associa- 
tion, in a bulletin issued today, as 
inimical to the best interests of the 
industry. Exhibitors and others at- 
tending the seventh annual conven- 
tion and National Oil Burner Show, 
to be held in Chicago the week of 
April 7, are asked to co-operate in 
the “abatement of such practices.” 

“Such practices,’ says the state- 
ment, “detract from, and tend to de- 
feat the purposes of such conventions, 
reflect discredit on the men of the 
industry and discourage companies 
from sending their representatives 
to conventions. They result in exces- 
sive, unnecessary and unwarranted 
expense contrary to good business 
ethics and practices.” 


A. B. P. Building 


Committee 
New York, Jan. 30.—Frederick M. 
Feiker, managing director of the As- 
sociated Business Papers, Inc., has 
appointed the following committee to 
co-ordinate business-paper activity in 
stimulating building construction: 
A. C. Pearson, United Business 
Publishers, chairman; Trueman 
Morgan, F. W. Dodge Corporation; 
Edgar Kobak, McGraw-Hill Publish- 
ing Company; Heman Redfield, Na- 
tional Trade Journals; B. K. Price, 
Penton Publishing Company; C. R. 
Mills, Simmons-Boardman Publish- 
ing Company; Harold J. Payne and 
T. H. Ormsbee, A. B. P. 


Hurley Export Chief 

Edward N. Hurley, of Chicago, was 
elected president of the American 
Manufacturers’ Export Association at 
a directors’ meeting in New York, 
January 27. He succeeds Thomas J. 
Watson, president of the Interna- 
— Business Machines Corpora- 

on. 

“The time has come,” said Mr. 
Hurley, “for more active work in the 
export field by American manufac- 
turers. This association will estab- 
lish close co-operation with the De- 
partment of Commerce and all other 
export organizations.” 


New Type of Stock 


Exchange Copy 
Pask & Walbridge, New York, have 
begun a newspaper campaign contain- 
ing a definite institutional appeal, 
while complying with rules of the 
New York Stock Exchange governing 
advertising. The account is handled 
by Rudolph Guenther-Russell Law, 
Inc., New York. 


To Broker Newspapers 

Edgar T. Cutter has established a 
hewspaper brokerage business in 
Chicago. 


ADVERTISING AGE 


EXPOSITION 


PLANNING PUBLICITY FOR CHICAGO CENTURY OF PROGRESS 


Left to right, seated: Charles E. Byrne, Steger & Sons; Arthur D. White, Swift & 
Co.; Harry Lipsky, “Jewish Daily Courier”; Peter S. Lambros, “Greek Star.” 

Standing, left to right: E. M. Antrim, “Chicago Tribune”; W. Frank McClure, Albert 
Frank & Co.; Homer J. Buckley, Buckley, Dement & Co.; Henry J. Smith, “Chicago Daily 
News”; Major L. R. Lohr, manager of exposition; Harry C. Read, “Chicago Evening Amer- 
ican”; Paul E. Faust, Mitchell-Faust Advertising Company. 


Advertising Man 
Makes Last Will 


and Testament 


A despairing advertising manager 
recently made his last will and testa- 
ment, giving more than the usual 
publicity to the instrument in the 
Financial Advertisers Association 
Bulletin, Chicago, which reported the 
following provisions, among others: 

We give and bequeath unto the 
Waiters’ Union all our books of 
poetry because we were unable to 
buy advertising space in their pro- 
gram. 

We give and bequeath unto the 
Blind Girls’ Home our back numbers 
of the F. A. A. Bulletin and we fur- 
ther bequeath our jar of bittersweet 
to the host of advertising neophytes 
who will follow in our steps. 

We give and bequeath our oil paint- 
ing entitled Island of the Dead, con- 
tributed by an artist whom we have 
discovered, developed, and made 
famous, to our successor in office as 
a reminder that romance must be 
kept alive in future advertising. 

The contents of our Safe Deposit 
Box, which consists of one artistic 
photograph from Glenn Matthews, 
shall remain in the possession of 
either or the survivor for and during 
their natural life, and shall there- 
after pass into oblivion, or Kansas 
City. 

The two spindly uncomfortable 
chairs which we keep for our guests 
are to be placed in a museum in a 
glass case because they have accom- 
modated such productive geniuses as 
Prather Knapp, Fred Staker, Preston 
Reed, Haynes McFadden, and Fred 
Ellsworth. 

We give and bequeath our 1926 
Ayer’s Newspaper Directory to the 
Financial Advertisers Association, in 
consideration of which we ask that 
at each annual convention our names 
be read immediately preceding the 
election of a new president and that 
one minute of silence be preserved 
immediately following the reading of 
our names, which shall be broken by 
the new president saying, ‘““They are 
quiet at last.” 

To Preston Reed, in consideration 
of long and faithful service, we leave 
the well-known Brooklyn Bridge. We 
do not own the bridge. That does 
not matter. Neither could he use it. 

To the many who have taken our 
words to heart and saved their 
money we leave the boundless future, 
the door to which we have opened 
unto them. 

To Benjamin Franklin we leave 
our respects. 

To bank auditors everywhere we 
leave the interest on our debts. 

To the vice-presidents of banks we 
leave our many admirers, who are 
also numberless. 

To the German printer, who, when 
soliciting business, said the street 
car card we have up now is an abor- 
tion, we leave the office mouse; and 


to the salesman who said he was not 
a “Christmas-Card-Man” a job with 
The New Yorker. 

To the solicitors for various ~apers 
and charities who have tirelessly 
climbed to our loft so many times in 
vain, we leave the Washington Monu- 
ment, and we hope the elevator is out 
of order. 

To the fly-by-nights and crooks 
who have tried to chisel space out 
of us for their worthless mediums 
we leave the same river to which we 
have directed them so often in the 
past. 

To the monarchs who have so wan- 
tonly destroyed our brain-children, 
thereby keeping them from the enrap- 
tured gaze of our public, we leave 
our volume entitled, History of the 
French Revolution, with its penciled 
foreword, Sic Semper Tyrannis. 

Our various pens and pencils we 
leave to Mussolini, believing he is 
the only person in the world who 
could possibly control them. 

All the rest, residue and remainder 
of our estate of whatsoever kind, per- 
sonal and otherwise, wherever situ- 
ated at the time of our death, we 
give and bequeath unto our own 
Trust Department, to be held in 
trust; and we trust they will not be 
delayed in carrying out these be- 
quests as long as they delay the 
inspired pieces of advertising which 
we submit for their approval. 

Being in the full bloom of our pro- 
ducing years and at all times public- 
ity-minded we have ordered our will 
published before our death and we 
have prepared a number of news- 
paper headlines which may be had 
by any recognized agency or publica- 
tion on request. 

We declare this the last will we 
will ever make, because we are in 
the business of advertising, and 
therefore it is unlikely that we will 
ever have any more or even as 
much, of this world’s goods as we 
now have. 


Promoted by General 


Outdoor 


Irving Bromiley has been appointed 
executive vice-president of the Gen- 
eral Outdoor Advertising Company, 
New York. He will be in charge of 
sales. Mr. Bromiley has been in the 
outdoor advertising field for 28 years, 
starting with the O. J. Gude Com- 
pany, predecessor of General Outdoor. 


Directs Nyal Sales 


L. J. Bertoli, merchandising author- 
ity, has joined the Nyal Company of 
Detroit as director of sales and mer- 
chandising for the 11,000 Nyal drug 
stores in the United States. Mr. Ber- 
toli came to the Detroit drug house 
from the Dupont Viscoloid Company. 


Aidzol Has Distribution 


Aidzol, a new preparation for the 
external treatment of colds, has 
secured distribution through retail 
drug stores. Aidzol Products, Inc., 
Buffalo, has placed its advertising 
account with the J. Jay Fuller Adver- 
tising Agency. 


Trade: Muck 


Convention Made 
Public by Senate 


Washington, Jan. 28—The text of 
the International Convention for Pro- 
tection of Industrial Property, al- 
ready signed by a score of countries 
and now pending before the Senate, 
has been made public by consent of 
that body on request of the Depart- 
ment of State. 

The convention provides that “any 
person who has duly applied for a 
patent, the registration of a utility 
model, industrial design or model, or 
trade-mark, in one of the contracting 
countries, shall enjoy a right of pri- 
ority” for a certain period. 

This period is fixed at 12 months 
for patents and utility models, and 
six months for industrial designs and 
models, and trade-marks. 

The convention was signed by a 
representative of the United States, 
but has not been ratified. 


Six Join at Portland 

Portland, Ore., Jan. 28.—Milton 
Scherping, chairman of the member- 
ship committee of the Advertising 
Club of Portland, introduced the fol- 
lowing new members at a recent 
meeting: 

W. C. Findlay, advertising man- 
ager, Oregon Motorist; R. H. Kipp, 
secretary, Columbia Valley Associa- 
tion; D. O. Meeken, resident manager, 
Pacific Railways Advertising Com- 
pany; S. G. Noles, Columbia Optical 
Company; Charles Beerli, American 
Express Company, and T. W. Zimmer- 
man, general sales manager, Stafford 
Derbes & Roy Co. 


Washington Club Loses 


Secretary 
Miss Margaret Sitgreaves, secretary 
of the Advertising Club of Washing- 
ton, D. C., has resigned to wed Harold 
L. Bouilly. The club expressed its 
appreciation of Miss Sitgreaves’ as- 
sistance with a silver service. 


Leave for Australia 


whom have been identified with the 
J. Walter Thompson Company, New 
York agency, sailed for Sydney, 
Australia, recently. They will work 
in the new Thompson branch there. 


Made Field Representative 

E. P. Wells has been appointed field 
representative for special educational 
work among dealers and salesmen 
associated with clients of Brooke, 
Smith & French, advertising agency 
of Detroit. 


Promoted by Erwin, Wasey 

W. S. Hoyt has been elected vice- 
president of Erwin, Wasey & Co., Chi- 
cago advertising agency. Mr. Hoyt 
joined the company in 1916. 


Joins “The Antiquarian” 

Alexis G. Graam has joined The 
Antiquarian, New York. He was 
formerly with the Whitman Adver- 
\tisers Service. 


Mr. and Mrs. Edwin Rutt, both of | 


MAJORITY CLAIM 
TO KNOW COST 
OF DISTRIBUTION 


U. $. Chamber of Commerce 
Gives Results of Survey 


Washington, D. C., Jan. 30—More 
than half of the marketing execu- 
tives queried by the Department of 
Manufacture, Chamber of Commerce 
of the United States, believe they 
have as reliable accounting control 
over distribution costs as over their 
manufacturing costs. This is one of 
the features of an analysis made by 
that organization among 50 leading 
executives in various lines of indus- 
try. Of this number, 29 replied in 
the affirmative and the other 21 nega- 
tively. 

However, 67 per eent of these ex- 
ecutives consider that price competi- 
tion in their respective industries is 
affected by the lack of sound knowl- 
edge of distribution costs as they 
relate to individual products. 

Only 33 replied to a question as to 
whether or not they believe it is 
practicable te develop for general ap- 
plication an accounting procedure for 
distribution costs that will result in 
their better control and their effec- 
tive use in the determination of sell- 
ing prices and selling methods. 
Affirmative answers were received 
from 24, negative from nine. 

The conclusion reached by E. W. 
McCullough, manager of the Depart- 
ment of Manufacture, is that the 
problem of accurate accounting of 
distribution costs is one for the in; 
dividual industry to aftack. He 
quoted one executive who believes it 
possible to develop broad genera} 
principles of accounting procedure re- 
lating to distribution costs. 

The inquiry extended among the 
following industries: agricultural im- 
plements, anti-friction bearings, as- 
bestos products, biscuits and erackers, 
boilers, chain, chemicals, chocolate 
products, cigars, cleaning powders, 
cotton goods, dairy equipment, elec- 
trical wire and cable, enameled ware, 
fertilizer, food products, grindjng 
wheels, hardware and tools, hats, ho- 
siery, leather belting; 

Machinery and machine tools, meat 
products, office equipment, paint and 
varnish, paper and paper products, 
petroleum, pharmaceuticals, radiators 
and heaters, radios, scientific instru- 
ments, shoes, silk thread, soap, steel 
furniture, steel, tires and rubber, and 
woolen goods. 


Arrange Free Display of 
Catalogs at Prague Fair. 


Washington, Jan. 29.— Arrange- 
ments for free display of American 
catalogs at the spring, 1930, Prague 
International Sample Fair have been 
made by Consul-General Arthur C. 
Frost. The material should be 
printed in the Czech, German or 
English languages and should be 
mailed directly to the American Con- 
sul General, Ioric 22, Prague II, 
Czechoslovakia, to arrive by March 
1. The fair will run from March 16 
to 23. 


Will Hold Exhibit 


Entries for an exhibition of fine 
printing produced in Chicago since 
January 1, 1929, will be accepted up 
to February 6, the Newberry Library 
has announced. The exhibition opens 
February 24. ‘ 

Only 100 or less of all entries wil 
be selected for exhibition. The jury 
on awards is comprised of Paul M. 
Ressinger, E. G. Johnson, Bernard 
Kleboe, Ralph Fletcher Seymour, 
Henry Harringer, Park Phipps and 
Will Ransom. 


Cleseland Club to Mea 
Debate on Prohibition © 


Cleveland, Jan. 27.—The Cleveland 
Advertising Club has arranged a de- 
bate on prohibition for February 7. 
The speakers will be Congressman 
LaGuardia, New York City, and 
Senator Brookhart, Iowa. The latter 
will contend that the dry laws can 
be enforced. : 
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The Federal Trade’ Commission 


Decides 


After seven years’ deliberation the 
Federal Trade Commission has dis- 
missed the charges which had been 
made against the American Associa- 
tion of Advertising Agencies, the 
American Newspaper Publishers’ As- 
sociation and others, involving “con- 
spiracy” to pay the agencies 15 per 
cent commission on advertising 
placed with the publications. 

That the commission “deliberated” 
is fairly evident from the fact that 
‘it took it seven years to find out that 
it had no jurisdiction to pass on this 
question. The finding was apparently 
based on the acceptance by the com- 
mission of the contention that adver- 
tising is not interstate commerce, re- 
gardless of the transmission of 
orders, copy, plates, etc., in interstate 
commerce. This is an important 
precedent, although a similar implica- 
tion was involved in an earlier deci- 
sion by the Supreme Court of the 
United States. 

The decision came as a relief, but 
it was not a matter for astonish- 
ment. Anyone who had been in the 
advertising business long enough to 
find his way about could have told the 
distinguished body of investigators 
that they were wasting their time, 
because the agency commission sys- 
tem is a trade custom of years’ estab- 
lishment, and is not in any sense a 
conspiracy, any more than the cus- 
tom of manufacturers in giving 
wholesalers larger discounts than re- 
_ tailers represents a conspiracy on the 
part of the first two groups against 
the third. 

But it seems that in affairs at 
Washington it is necessary to deliber- 
‘ate for seven years, more or less, on 
‘any question involving even so simple 
a situation. 

The advertising agency interests 
appeared to be somewhat disturbed 
over the situation, and hence spent 
all of the time and effort necessary 
to make a complete answer to the 
charges. Because no one can fore- 
tell what a political body is likely to 
do, and because the Federal Trade 
Commission has done some strange 
and wonderful things in its career at 
Washington, the members of the 
Four A’s evidently thought that they 
could not afford to take any chances. 
Hence they demolished completely 
the charges which had been set up. 

Considerable authoritative opinion 
holds to the belief that the commis- 
sion system is necessary to the pros- 
perity of advertising. The agent is 
certainly a creative factor of prime 
importance; and in spite of the con- 
tinual switching of accounts, the 
advertising agencies really do start 
. Many a new advertiser along the 
- road to fame and fortune, which he 
shares with the agency and the pub- 
lications in which his business is 
carried. 

An advertising agent mentioned in 
conversation the other day the suc- 
cess of the Olson Rug Company, of 
Chicago, which started with an ad- 


vertising appropriation of $500, and 
R. L. Watkins & Co. (Watkins’ 
Emulsified Cocoanut Shampoo), who 
started with $800. No publisher would 
have spent the time necessary to 
advise and build up these accounts, 
but advertising agencies did. The 
advertisers and everybody else con- 
cerned prospered directly as a result 
of this effort. 

The 15 per cent commission repre- 
sents a constant incentive to the 
agency to build new business of this 
kind. But we cannot subscribe un- 
qualifiedly to the opinion that the 
agency business is dependent for its 
existence on the commission system. 
We believe that the agent is too im- 
portant a factor in advertising to be 
eliminated by any change in customs 
or practices involving his remunera- 
tion. 

If we are not mistaken, some of 


the largest agencies in the country, 
including N. W. Ayer & Son, of Phil- 
adelphia, indicated that their attitude 
toward the elimination of commis- 
sions, when this idea was proposed 
by the Association of National Adver- 
tisers a number of years ago, was not 
unfavorable. They, and other success- 
ful houses, realize that their clients 
will pay for service rendered, and 
that it does not require an artificial 
system of remuneration to maintain 
their position. 


R. H. Grant, vice-president of the 
General Motors Corporation, and now 
the chief figure in its advertising and 
sales operations, told the A. N. A. at 
French Lick last spring that the 
agencies with which General Motors 
does business earn their 15 per cent. 
If the task of preparing, placing and 
checking advertising is not sufficient 
to earn the commission, the agency 
is asked to render other service suffi- 
cient in size and extent to absorb any 
“unearned increment” that might be 
represented by 15 rer cent of the 
cos‘ of the space. 

In certain branches of advertising, 
such as the business-paper field, 
many agencies operate on a fee sys- 
tem, because of the large number of 
publications which do not pay agency 
commissions. Many of the most suc- 
cessful agencies in this field have 
found that they can make a substan- 
tial profit under this plan of opera- 
tion. Advertisers who get service 
seem to be willing to ray for it. 


The chief justification for the con- 
tinuation of the commission system 
is that it works. Ever since the old 
days when the agent bought space on 
his own account and retailed it to 
advertisers without reference to his 
own cost, there has been discussion 
of the best way to handle the work 
of the agent. Since the 15 per cent 
commission maintains the position of 
the agency, and since it supplies an 
incentive for the development of new 
advertisers, it will undoubtedly con- 
tinue in effect until some better 
method of compensation is suggested. 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 


or through AverTIsING AGE. 


14. Specimen Book of Continental 
Types. 


This book consists almost exclu- 
sively of imported faces. “Out of the 
hundreds of types issued,” says the 
introduction, “each foundry has in 
the course of time succeeded in cre- 
ating one or two superlative faces.” 
These faces have been collected into 
this 140-page volume. Published by 
Continental Typefounders’ Associa- 
tion, Inc., New York. 


15. Futura, the Type of Today and 
Tomorrow. 


This folder pays tribute to the new- 
est face developed by this type 
founder. Other literature is avail- 
able on borders and ornaments, fea- 
tures which appear to have been 
somewhat neglected in the develop- 
ment of type faces. Another booklet 
describes Bernhard  Brushscript, 
which is, as the name implies, a 
script. Published by the Bauer Type 
Foundry, Inc., New York. 


16. Trends and Indications. 


This is a 12-page publication de- 
voted to significant statistics and 
facts on various phases of produc- 
tion, distribution and advertising. 
There are very few advertisers who 
will not find something of interest in 
each monthly issue. Published by 
Dorrance, Sullivan & Co., New York. 


17. Your Competition. 


This 18-page booklet presents in 
striking style the facts about the 
competition between industries, show- 
ing the sums spent by the United 
States for radio, amusements, auto- 
mobiles, etc. The entire national in- 
come of $92,715,000,000 is accounted 
for and the inescapable inference is 
that the manufacturer who wishes to 
sell his product must supplant some 
present favorite. Published by Critch- 
field & Co., Chicago. 


18. Philadelphia, the Third Largest 
Market in America. 


This is a single jumbo sheet, con- 
taining maps and the salient statis- 
tics about Philadelphia and its sub- 
urban trading area, with some facts 
about the newspaper issuing it. Pub- 
lished by The Evening Bulletin, Phila- 
delphia. 


19. Adequate Profits, What They Are, 
How to Insure Them. 


This 30-page booklet presents a 
short treatise on the source of profits, 
which “are the result of the proper 
co-ordination of all phases of a busi- 
ness.” It also describes the four di- 
visions of the company’s service, in- 
cluding an industrial engineering di- 
vision, economic and accounting di- 
vision and industrial research divi- 
sion. Published by Bigelow, Kent, 
Willard & Co., Boston. 


20. Farm Conditions. 
A monthly bulletin describing the 
agricultural situation in general and 


the position of many farm products 
in particular. Published by the Ag- 


ricultural Publishers’ Association, 
Chicago. : 
21. The Hospital Field. 


An interesting analysis of the big 
hospital field and how to reach it. 
This eight-page folder indicates that 
none of the existing publications has 
complete coverage of the buying 
power of the field and that it is nec- 
essary to use two or more papers to 
do a good job. Published by Hos- 
pital Management, Chicago. 


22. An Announcement. 

The Galloway Lithographing Com- 
pany, of San Francisco, recently con- 
solidated with the Schmidt Litho- 
graph Company, of that city. The 
latter celebrated the occasion by issu- 
ing a jumbo folder which is the ulti- 
mate in a colorful smash. Worth any 
advertiser’s attention. 


| 


“LIFE” DISCOVERS A NEW ADVERTISING 
MEDIUM 


Text six 


fur sn 


Weeks 


The bald-headed row. 


uvright 1930, 
Life Pub. Co. 


Voice of the Advertiser 


The Essential in Printing 


To the Editor: Allow me to com- 
pliment you on the stand you have 
taken regarding the National Board 
on Printing Type Faces. It seems 
that only a new publication has suffi- 
cient life, vigor and foresight to fore- 
see the benefits it will bring. 

It has been in the last few years, 
during which the modern spirit in 
typography and art had its incep- 
tion, that all these monstrosities 
made their appearance in type, as in 
composition. To quote from a letter 
of Henry D. Hubbard, of the Depart- 
ment of Commerce: 


“Legibility is the determining fac- 
tor in all printing and in my mind 
is the one and only absolute essen- 
tial to all printing.” Mr. Hubbard 
called this “the most important sub- 
ject in the whole field of advertising 
and printing.” 


What this Board is trying to do is 
to get type faces that are legible and 
good in design—possibly the best 
type face has not yet been designed— 
which we can read with accuracy and 
without fatigue. We are in a renais- 
sance of typography, but this period 
cannot be marred by type faces that 
are a hindrance to the art of print- 
ing. 

The National Board on Printing 
Type Faces is sending out a question- 
naire to its members regarding all 
the type faces used by the Advertis- 
ing Typographers of America. They 
are to classify them into three 
groups: useful and legible type faces, 
those that have a special use, and 
those which are obsolete and should 
be taken off the market. 

E. M. DIAMANT, 
Chairman, N. B. P. T. F., New York. 


Anti-Chain Legislation 

To the Editor: In a recent issue, 
you quoted Chain Store Age as re- 
porting that 60 anti-chain store 
measures were defeated in State leg- 
islatures in 1929, while only three 
were found constitutional. 

What we did say was that while 60 
anti-chain store measures were de- 
feated or vetoed, three became law. 
They may or may not be found con- 
stitutional. 

Our own prediction is that they 
will meet the same fate as others 
upon which the courts have passed 
and found wanting. 

GopFrrey M. LEBHAR, 

Editor, Chain Store Age, New York. 


Likes Facts 


To the Editor: Please enter my 
subscription to ApverTisinc AcE. I 
like your typography, make-up and 
all, especially your policy of giving 
facts pertaining to the advertising 
world instead of a lot of long-winded 
articles. 

And keep sending the paper in en- 
velopes, even if it’s necessary to in- 
crease subscription price to cover the 
cost. 

R. H. SPRAGUE, 


Secretary, Weis Mfg. Co., 
Monroe, Mich. 
. * . 


The Harvard Awards 


To the Editor: Congratulations to 
ADVERTISING AGE. Please enter my 
subscription. 

The leading editorial in the first 
issue, ‘An Unofficial Nomination for 
the Harvard Awards” certainly is 
enough indication to me of the sound- 
ness of thinking of your editorial 
writer. That editorial alone would 
justify a life-time subscription. More 
power to you! 

A. C. G. HAMMESFAHR, 
Eastern Sales Mer., 
Oxford Paper Co. 


* * 8 


Advertising Newspaper 
Needed 


To the Editor: The first issues of 
ADVERTISING AGE are a splendid job. 
I think that a newspaper of this kind 
has been needed for some time. All 
credit should go to you for sensing 
that need and putting out such a 
paper. I hope it meets the success it 
deserves. 

Rupert L. Burpick, 
Business Training Corp., 


New York. 


At Last 

To the Editor: Welcome! 

At last it looks as though the ad- 
vertising managers are going to re 
ceive a bit of attention. We hope 
that your editorial policy along this 
line will grow stronger with subse- 
quent issues and we wish you suc 
cess in putting it over in a big way. 

G. B. RIDDLE, 
Mer., Advertising Dept., 
Staley Sales Corp., 
Decatur, Ill. 
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February 1, 1930 


GURTIS SURVEY 
CALLED AFFRONT 
TO FARMERS 


‘Prairie Farmer’’ Issues 
Analysis of McLean Gounty 


Characterizing distribution by The 
Country Gentleman in McLean Coun- 
ty, Illinois, of a circular entitled, 
“Finding the Man Who Pays the 
Bills” as “a serious affront to the 
substantial citizens of one of Amer- 
ica’s leading farm counties,” Prairie 
Farmer, Chicago, has_ published 
results of a survey in the same 
county. 

The Country Gentleman circular, 
according to Burridge D. Butler, pub- 
lisher of Prairie Farmer, “would have 
you believe that McLean County ten- 
ants are ignorant peasants, operating 
farms for absentee landlords scat- 
tered from Florida to California.” 


“In order to give a true picture of 
McLean County and really ‘find the 
man who pays the bills,’ I sent Dave 
Thompson to Bloomington to conduct 
a farm-to-farm survey of tenantry in 
this county,” said Mr. Butler. ‘He 
went to the bottom of the case, got 
all the facts, verified them with land- 
lords themselves, and established his 
findings on a solid basis.” 


Remarking that to the man who 
knows the Illinois tenant-farmer, the 
facts brought out in this new survey 
of McLean county tenants will not be 
news, Mr. Butler proceeded: 

“McLean County landowners are 
home folks. McLean County tenant- 
farmers are the same sort of folks as 
those from whom they rent. The sys- 
tem of farming is such that the ma- 
jority of things bought for operation 
of the farm are selected by the ten- 
ant. The folks who live on the farms 
buy tor the farms.” 

McLean County is one of the rich- 
est in the United States and is a 
favorite with those seeking data on 
farm markets. Advertisers have been 
interested recently in the question 
of who does the buying for farms 
which are operated by tenants and a 


number of surveys have been made to. 


clarify this moot point. 


The Country Gentleman asked 
“Who own these large farms and 
where do they live?” and it answered 
the question as follows in its sur- 
vey: 

“The Country Gentleman traced the 
ownership of 1,410 farms, owned by 
766 persons, who have city addresses. 

“They live in 29 states, 526 having 
homes in Bloomington (county seat 
of McLean County) and 146 live in 
other Illinois cities. Outside of Illi- 
nois, more of these farm-owners live 
in California than in any other single 
State. Florida is next. 


“The map graphically shows 
how widely scattered are the owners 
of more than a third of McLean 
County’s rich farms. 

“These land-owners are important 
factors in McLean County and buy 
much that goes om their farms— 
building material, fencing, silos, light 
plants, water systems, farm machin- 
ery, etc.” 

The Prairie 
plied: 

“The elaborate conception sketched 
by The Country Gentleman for ‘Find- 
ing the Man Who Pays the Bills,’ 
would lead one to believe that the 
owners of McLean County farms are 
Scattered—not concentrated. 


“The facts are that 80.6 per cent of 
them live in McLean County; 7.3 per 
cent at border points; 96.3 per cent 
live in Illinois, and 31 per cent are 
themselves farm operators.” 

Prairie Farmer reported that but 
33 owners of McLean County tenant 
farms reside in California. Twelve 
are women and 21 men. Their farm 


Farmer survey re- 


* acreage in McLean County is but 0.8 


ber cent of the total, it was asserted. 


Prairie Farmer gives this analysis 
of the buying of the usual items of 
farm investment and expense of oper- 
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PRAIRIE FARMER'S ANSWER: 


*All land in farms 

**Farm land owned by home foiks 

**Farm land owned by neighbors living in 
border towns or villages 

**Farm land owned by residents of other sec- 
tions of Illinois 


**Farm land owned by residents of Illinois 


COUNTRY GENTLEMAN'S STATEMENT: 


“The map reproduced graphically shows how widely scattered are the 
owners of more than a third of McLean County's rich farms.” 


**Farm land owned by residents of other states 22,402 


Map Reproduced from Country Gentleman's “Finding the Man Who Pays the Bills” 


“McLean County tax records show that 96.9%, of the acreage is owned 
by home folks; and 3.1% by residents of other states.” 


ACREAGE FACTS ON McLEAN COUNTY, ILLINOIS 


Acres % 
707,262 100 % 
624,660 88.3% 
38,603 5.5% *U. S& Census 
“1925” 
21,597 3.1% 
boa pose my **McLean County 
684,860 96.9% tax receipt lists 
3.1% on file in Prai- 
rie Farmer 
office. 


ation, as indicated by its McLean 
County survey: 
Contributions by 


Land- 
Tenant owner 
Sy EE obs dene ceeewes All 
OS Pe rr rer All 
3. Work Horses ...... All 
4. Other livestock ....All 
5. Machinery and tools..All 
OW: swetceveseaed All 
7. Cash to operate 
DE bc acueWevr nee All 
8. Hived labor ....... All 
9. Cash cost of board. All 
10. Operator’s labor....All 
11. Unpaid family labor..All 
12. Feed for work 
OO eee All ‘ 
13. Depreciation for 
work horses ..... All 
14. Machinery repairs. .All 
15. Machinery Depre- 
NNN steamer ines All caceie 
16. Building materials..... All 
17. Building deprecia- 
. eer eT eee All 
18. Skilled labor—not 
supplied by ten- 
OE: fede saseeeavce eck All 
19. Fence repairs ......... All 
20. Fence depreciation..... All 
21. Machine work hired..All 
22. Livestock expense. .All eT 
i eee ree Part Part 
Be, EEE. oGisericvrecse All 
Bas WOPEMIEOD © cv caccerecces All 
26. Tractor fuel ...... All nas 
27. Insurance buildings... .. . All 
28. Insurance livestock..All ee 
29. Taxes—real estate...... All 


30. Taxes—personal ... 
31. Cash rent 


The survey analyzes sales of 
$41,095 worth of building material, 
fencing, tile, farm machinery, har- 
ness, hardware, feed and supplies to 
76 stockholders of the Towanda Grain 
Company Co-operative in 1928. 


Of the 76 purchasers, 50 per cent 
were tenants who operated their 
farms and selected and paid for their 
purchases; 31.5 per cent were own- 
ers who operated their farms and se- 
lected and paid for their purchases; 
11.8 per cent were landowners who 
rent their farms to tenants and 
selected and paid for their own pur- 
chases; 3.9 per cent were tenants 
who selected the material of the 
purchase and the owner of the farm 
paid the bill; 2.8 per cent were ten- 
ants and owners who acted jointly, 
selected the purchase together, and 
each paid his share of the bill. 

An analysis of these sales, accord- 
ing to volume, according to the sur- 
vey, showed that 48.9 per cent of the 
total amount spent was by 38 ten- 
ants, for themselves; 3.1 per cent was 
by tenants acting jointly with land- 


lords; 1 per cent by tenants acting 
for landlords; 11 per cent by land- 
lords; 36 per cent by landowner-oper- 
ators. 


Lunatics Lodge Pro- 
test Against Radio 
Profanity 


Washington, Jan. 30.—A 
Senator has received a protest 
from an inmate of an insane 
asylum against the use of pro- 
fanity over the radio. Alleged 
profanity from Station KWKH, 
Shreveport, La., has resulted 
in an increase in the number 
of “cuss-words” used by the 
lunatics, it is charged. 


J. B. Higdon Re-elected 


J. B. Higdon, local advertising 
manager of the San Antonio, Tex., 
Express and Evening News, has been 
re-elected president of the San An- 
tonio Advertising Club. Norman L. 
Huffaker has been made _ vice-pres- 


ident, and Miss Vivian Dimaline, 
secretary-treasurer. Directors of the 
club are: Barney Sadovsky, T. J. 


Turner, William L. Hoefgen, Robert 
G. Coulter, Miss Marian Johnson, 
Robert C. Walker and Thomas J. 
Gish. 


“Daily Mirror” in New 
Home 


New York, Jan. 24.—The Daily 
Mirror completed removal to its new 
home at 235 East 45th street on Jan- 
uary 18, now having a plant able to 
print 1,000,000 copies daily. 

The first issue of the Mirror was 
published in the new plant on No- 
vember 18, but transfer of all depart- 
ments of the paper has just been 
completed. A. K. Kobler is the, pub- 
lisher. 


Agency Moves to Chicago 

P. P. Willis, Inc., advertising agen- 
ey, has transferred its headquarters 
from Toledo to Chicago. P. P. Wil- 
lis, president, C. M. Werning, vice- 
president, and R. S. Pruitt, secretary, 
now have their offices at the latter 
city. 


Appoints Gray Agency 

The Silmo Chemical Company, Inc., 
Vineland, N. J., producer of an anti- 
ricket liquid for poultry and other 
products, has appointed Jerome B. 
Gray, Philadelphia advertising 
agency, to direct its advertising ac- 
count. 


Increases Editions to Five 

Farm Supplies, New York, has in- 
creased its zone editions from three 
to five. The publication was started 
in September. 


Give the Jeweler 
Specific Ideas, 
Winton Method 


New York, Jan. 29.—Jewelers, like 
most other dealers, are interested in 
manufacturers’ advertising when it 
is linked up to the retailer and to 
sales. This is the idea embodied in 
the latest direct mail offering of 
Hipp-Didisheim Company, manufac- 
turer of Winton watches. 

The company provides the idea and 
the jeweler has only to get a mailing 
list. The company tells him how and 
where to get it. 

The latest appeal is to grateful pa- 
tients who might welcome a sugges- 
tion for a gift to a nurse or doctor. 
The company tells the dealer what to 
say and suggests that he get the 
names of hospital patients from 
nurses, hospital superintendents, or- 
derlies, doctors and other sources. 
“This plan is a little different from 
the ordinary,” said J. P. Duffy, ad- 
vertising manager of the company, 
“in that it offers the dealer a defi- 
nite idea that he can use at once. 
“It also offers him an opportunity 
to instill the thought of a gift for a 
nurse in the minds of his convales- 
cent prospects, and even if the sug- 
gestion of a watch seems too expen- 
sive, the purchase of a less costly 
gift is still within the bounds of pos- 
sibility.” 

Enclosures in the form of folders 
are printed with the dealer’s name, 
where time permits. 


Heads Kellogg Switch- 


board 
G. A. Yanochowski has been elected 
president of the Kellogg Switchboard 
& Supply Co., Chicago, manufactur- 
ers of telephone and radio equip- 
ment. He succeeds W. L. Jacoby, de- 
ceased. 


Sales Managers Elect 

John Henry Coon has been elected 
chairman of the Sales Managers’ De- 
partmental of the Advertising Club 
of Baltimore. H. C. Kroneberger 
has been elected vice-chairman and 
Clifford Sifton, secretary. 


Proof o’ the Pudding 


How National Advertisers Are Faring 


With a 50 per cent increase in net 
profit for the last six months of 1929, 
the Grigsby-Grunow Company, Chi- 
cago radio manufacturer, paid divi- 
dends of $1.99 a share. Net income 
for this period was $3,989,000. As 
reported by ApverTISING AGE last 
week, its 1929 volume was $52,000,- 
000. 


* * * 


The Auburn Automobile Company 
has noted no depression. Net prof- 
its for the year ended November 30 


set the new high figure of $3,603,000 


and President E. L. Cord has not 
indicated any grief over the 1930 out- 


look. 
* * * 


W. A, Sheaffer Pen Company, Fort 
Madison, Iowa, did 30 per cent of the 
world’s fountain pen business in 
1929, from which the company 
managed to extract satisfactory net 


profits. The increase in sales was 
$1,200,000. 

* * * 
General Fireproofing Company’s 


net profit for 1929 smashed the mil- 
lion mark. The 1929 net is equal to 
$3.33 a share, against $2.34 in 1928. 


* * * 


U. S. Steel Corporation enjoyed its 
biggest net profit year in 1929, hav- 
ing $197,531,000 left after the tax col- 
lectors and others had taken theirs. 
Net income for the last quarter drop- 
ped to $56,385,000 from $70,173,000 
for the third quarter. 

* *+ # 

Sears, Roebuck & Co. had its. big- 
gest sales year in 1929, and will go 
after another by affiliating with the 
Oppenheimer-Alsop department store 
at Osklaloosa, Iowa, for buying pur- 
poses, 

* * a 


Wholesale grocers are rapidly go- 
ing out of business, but net profits of 
the Western Grocer Company for 
the last half of 1929 were $1.56 a 
share against 97 cents for the cor- 


responding period of 1928. 


congestion. Read 


Published weekly. 
managers and employees. 


service stations. 
request. 


company operators in New 


available. 


54 West 74th Street 


Announcing— 


Two new publications in that automotive 
field pioneered by The Taxi Weekly... 
covering definitely allied markets .. . 


Street Traffic News 


A weekly newspaper devoted to the problems of street traffic 
by Mayors, City Managers, Street Traffic 
Directors and Safety Engineers—the men who authorize 
the purchase of traffic lights, directional signs, and other 
materials that assist in the direction of modern street traffic. 
Complete survey of field available. 


The Gasoline Retailer 


Read by filling and service station 
Contains garage and accessory 
section which seeks to merchandise products available for 
distribution through roadside filling stations, garages and 
Survey of this market will be sent on 


The Taxi Weekly 


—since 1925 the publication covering practically 100% of the taxicab industry 
1. New York Edition read by owner-driver, fleet and 


and operators of over 20,000 taxicabs. 
ations, manufacturers and operating companies. 


2. National Edition covers company operators throughout 
the United States owning over 42,000 taxicabs. Endorsed 
by National Association of Taxicab Owners. Only means 
ot reaching the important national taxicab market. Survey 
of national field also available. 


These markets offer unusual opportunities for Manufac- 
turers and Dealers appealing to the 
specific fields covered 


ASSOCIATED 
INDUSTRIAL PUBLICATIONS, Inc. 


Advertising, Circulation and Editorial Departments 


York City. Reaches owners 
Endorsed by associ- 
Survey 


New York City 
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ADVERTISING AGE 


Editors Would Cease 
Playing on “Organ” 
New York, Jan. 30.—One of 

the chief suggestions made 

following the house organ 

survey made by Charles E. 

Townsend, of Barron G. Col- 

lier, Inc., was that “organ” be 

excommunicated and banished 
from the vocabulary of all ad- 
vertising men. 

“Company publications” was 
suggested as a substitute. 

Another idea advanced is 
that an exchange be formed 
to disseminate information 
about such papers. For the 
present, Mr. Townsend will 
assume this work. 


Tell phen 


50,000 
SUBSCRIBERS 


Te Sources 
Pe recs Wear Daily 


‘150.000 
READERS 


fel 


NewYork 
8East 13% Street. 


The New Era in FOOD 
DISTRIBUTION 


Covering all the major 
factors in the wholesale dis- 
tribution of food. A modern 
business journal in tune with 
the progressive and chang- 
ing tempo of business. A 
perfect medium for the ad- 
vertising of everything sold 
through the large food dis- 
tribution channels—and for 
the advertising of machines 
and methods to expedite the 
food distribution process. 


FOOD TRADES PUBLISHING CO., Inc 
37 West Van Buren Street, Chicago 
55 West 42nd Street, New York City 


681 Market Street, San Francisco 


the hospital field is a two- 
paper market! 


There are well over 9,000 hospitals 
and allied institutions in the United 
States and Canada. There are two 
magazines of verified circulation 
covering this vast institutional mar- 
ket. One shows a total of 5,017 
subscribers in hospitals—including, 


naturally, many hospitals where 
more than one copy is received. 
The other, Hospital Management, 


shows a total of 3,632 hospital sub- 
scribers. The total of the two is con- 
siderably less than the total num- 
ber of institutions. Both of these 
leading journals draw their circu- 
lation from the field at large ,and 
attract approximately the ,same 
types of hospitals. But with this 
situation as it is in regard to cov- 
erage, neither journal even ap- 
proaches dominance. Two papers 
must be used to attain real cover- 
age of this great institutional field. 
Send for the portfolio recently is- 
sued by Hospital Management, 
“The Hospital Field—a 
Two Paper Market.” 


Hospital Management 


537 South Dearborn Street, 


Instalment Plan 
Helps Put Radio 


in Automobiles 


Detroit, Jan. 28.—Sales of automo- 
bile radio are expected to gain great 
impetus as a result of the time-pay- 
ment plan which is now available to 
all Transitone purchasers, according 
tc an announcement by C. Russell 
Feldmann, president of Automobile 
Radio Corporation, to Automotive 
Daily News. 

Arrangements have been completed 
with the national organization of 
Commercial Credit Companies to 
handle the financing on a 40 per cent 
cash-payment basis. Collections may 
be made either by the company, or 
by the Transitone dealer direct, at 
the dealer's option. 

The plan applies not only to Transi- 
tone installations in new car sales, 
but also to any Transitone sale in 
any type or make of automobile, new 
or old. In the case of owners whose 
ears. are already being financed 
through Commercial Credit, it is be- 
lieved that Transitone payments will 
be simply added to their existing con- 
tracts. 

This announcement, following 
closely on the’ news that Willard 
Storage Battery service stations will 
provide national sales and service for 
Transitone, indicates how firmly 
radio is being welded to the auto- 
motive industry. 

Twelve makes of cars already have 
aéfials built in the roof as factory 
equipment of the 1930 models—to 
facilitate Transitone installation. 

Crane Adopts Instalments 
The Crane Company, Chicago, man- 
ufacturer of plumbing and heating 
equipment, has adopted the instal- 
ment method of selling. Sales of its 
products to contractors on a monthly 
payment basis will be financed by the 
First Bank Stock Corporation. 

The Crane Company operates 61 
branches in the United States and 
Canada and sells in many foreign 
countries. Its annual volume approx- 
imates $75,000,000. 


Mee New Officers 


R. R. Morgan, formerly vice-presi- 
dent of The MacMillan Corporation, 
Los Angeles, has been elected vice- 
president of Earnshaw-Young, Inc., 
advertising agency of that city. 
Allan M. Wilson, of the Earnshaw- 
Young copy department, has been 
elected secretary-treasurer. 


To Ad westion Time 


Switches 
The Horolectrical Corporation, 
New York, manufacturers of Horo- 
lectric time switches, has placed its 
account with Robinson, Lightfoot & 
Co., advertising agency of New York. 


Joins Select List 
Monessen, Pa., Jan. 30.—The Mon- 
essen Independent has joined the 
Pennsylvania Select List and will be 
represented in the national advertis- 
ing field by Fred Kimball, Inc. 


Gets New Account 
The Grindrod Process Corporation, 
Waukesha, Wis., has placed its adver- 
tising account with Advertisers’ Ser- 
vice, Inc., Milwaukee advertising 
agency. A color campaign is planned 
in magazines. 


Wilcock with Kelvinator 
George A. Wilcock, for several 
years with the sales promotion divi- 
sion of the Frigidaire Corporation, 
Dayton, Ohio, has joined the sales 
promotion staff of the Kelvinator 
Sales Corporation, Detroit. 


Has Yacht Account 
The M. M. Davis Company, Solo- 
mons, Md., sail and power yachts, has 
appointed the Winfield D. Davis Com- 
pany, Baltimore advertising agency, 
to direct its advertising account. 
Magazines will be used. 


To Join Agency 
Richard Henderson, managing edi- 
tor of the Southern Furniture Jour- 
nal, High Point, N. C., has resigned 
to join Burton E. Vaughan, Advertis- 
ing, Little Rock, Ark., as an account 
executive, effective February 1. 


Opens New York Office 


Maxon, Inc., Detroit acvertising 


agency, has opened a branch office in 


Chicago | 
J 


February 1, 1930 


Women in 
Advertising 


Miss Helen Ryman 


Pittsburgh, Jan. 28—When the 
Pittsburgh Press wanted ah expert to 
sit in its local display department 
and give feminine readers authori- 
tative information as to what is what 
and why in fashions and related sub- 
jects, it reached into the advertising 
department of the Joseph Horne Com- 
pany and plucked out Miss Helen 
Ryman. 

Besides being conductor of the 
“Charm Mart,” the aforesaid column 
of information, Miss Ryman is presi- 
dent of the Women's Advertising 
Club. This indicates that, although 
she has been in advertising only two 
years, she has made a considerable 
success of it, and what is more, in- 
tends to make a bigger one. 


Miss Ryman’s column recently re- 
marked: 


“Now, under the guise of new 
modes, we can revert to type and be 
the ingenues and the goddesses we 
were secretly longing to be.” 


Miss Ryman told an ADVERTISING 
Ace reporter, in strict confidence, 
that while she enjoys advertising 
work, and expects to continue having 
a good time at it, she is not irrev- 
ocably opposed to one of the best- 
Known sports among women—in- 
fluencing men. 


G. A. Volz Promoted 


George A. Volz has been appointed 
advertising manager of The Shell 
Petroleum Corporation, St. Louis. He 
succeeds W. L. Schafer, who has been 
appointed assistant sales manager of 
the Tank Car division of the com- 
pany. Mr. Volz was formerly assis- 
tant advertising manager. 


Now Warshak-Warren 


Associates 
Arthur S. Warshak, Advertising, 
New York, has consolidated with 
other interests under the new firm 
name of Warshak-Warren Associates. 
An office has been opened in Paris. 


Joins Porter Agency 
E. W. Nelson, formerly with the 
Multibestos Company, Walpole, Mass., 
in charge of sales promotion and ad- 
vertising to dealers, has joined The 
Porter Corporation, advertising agen- 
cy, Boston. 


A. C. Doornbos Joins Green 

Arthur C. Doornbos, formerly vice- 
president of Ruthrauff & Ryan, Inc., 
New York advertising agency, has 
joined the Charles C. Green Advertis- 
ing Agency, Inc., of that city, as vice- 
president. 


Villars with Bauerlein 
Louis J. Villars, formerly with the 
New Orleans Times-Picayune and 
Watson, Williams & Co., of that city, 
has joined Bauerlein, Inc., advertis- 
ing agency, also of New Orleans. 


Joins Pittsburgh Club 


Edward L. Gillespie, secretary of 
the J. L. Gillespie Company, has be- 
come a member of the Pittsburgh 


New York. 


Favorable Report 
on Bill Hitting 


Washington, Jan. 30.—The House 
Committee on Interstate and Foreign 
Commerce has voted to report favor- 
ably, with minor amendments, a bill 
introduced by Representative Kelly 
of Pennsylvania, under which “inju- 
rious and economic practices” in the 
way of cut prices on “articles of 
standard quality under a distinguish- 
ing trade mark, brand or name,” are 
prohibited. 

The bill, as explained by Repre- 
sentative Kelly, is to prevent unfair 
practices as a result of which one 
dealer may make a campaign on a 
given product, meant to be sold at a 
certain price, and dispose of this 
product at cut-rate prices to the 
damage of a competitor who is main- 
taining the prescribed price for the 
same. The measure would affect only 
such products as are sold in inter- 
state commerce. 

Specific provisions of the bill are, 
in part: 

“That no contract relating to the 
sale or resale of a commodity which 
bears (or the label or container of 
which bears) the trade-mark, brand, 
or name of the producer or owner 
of such commodity, and which is in 
fair and open competition with com- 
modities of the same general class 
produced by others, shall be deemed 
to be unlawful, as against the public 
policy of the United States or in re- 
straint of interest or foreign com- 
merce or in violation of any statute of 
the United States, by reason of any 
agreement contained in such con- 
tract— 

“(1) That the vendee will not re- 
sell such commodity except at the 
price stipulated by the vendor; and/ 
or 

“(2) That the vendee will require 
any dealer to whom he may resell 
such commodity to agree that he will 
not in turn resell except at the price 
stipulated by such vendor or by such 
vendee. 

“Sec. 2. Any such agreement in a 
contract in respect of interstate or 
foreign commerce in any such com- 
modity shall be deemed to contain 
the implied condition that such com- 
modity may be resold without refer- 
ence to such agreement— 

“(1) In closing out the owner's 
stock for the purpose of discontinu- 
ing dealing in such commodity: 

(2) With prominent notice to the 
public that such commodity is dam- 
aged or deteriorated in quality, if 
such is the case; or 

“(3) By a _ receiver, trustee, or 
other officer acting under the orders 
of any court. 

“See. 3. Nothing contained in 
this Act shall be construed as legaliz- 
ing any contract or agreement be- 
tween producers or between whole- 
salers or between retailers as to sale 
or resale prices.” 


Sheldon with Johnson 
, Motor 


J. H. Sheldon has been appointed 
advertising manager of the Johnson 
Motor Company, Waukegan, III., effec- 
tive February 3. C. E. Pugh has been 
appointed assistant advertising man- 
ager in charge of advertising produc- 
tion and office operation. Mr. Shel- 
don has been director of publicity. 


Joins “Evening Telegram” 

Ernest Chown, for several years a 
member of the advertising depart- 
ment of the Toronto Globe, has joined 
the advertising staff of the Toronto 
Evening Telegram. 


Appointed by “World’s 
Work” 


Norman Mick has resigned as West- 
ern manager of System at Chicago, 
to become associate Western manager 
of The World's Work. 


Walter A. Haise, copy chief for 
Trayton H. Davis & Associates, direct 
mail advertising agency, Milwaukee, 
has resigned to become advertising 
manager for the Robert A. Johnston 
Company, cookie and cracker divi- 
sion. He succeeds Willard Meyer, 
now in the advertising department 
of the Amity Leather Company, West 


Unified Control Urged 
by Secretary Wilbur 


Los Angeles, Jan. 30 (By 
wire).—Only by unified con- 
trol of gas, oil, water and 
other natural resources, will 
the people benefit from con- 
servation, Secretary of the In- 
terior Wilbur told a joint meet- 
ing of the Los Angeles Adver- 
tising Club and the Chamber 
of Commerce. 

“The day of the new pioneer 
has arrived when men must 
think in units of millions,” said 
the speaker. 


Stealing Program 


Latest Wrinkle 
in Radio Field 


St. Louis, Jan. 28.—If advertisers 
can find a radio station which is 
economizing by stealing the other fel- 
low’s program, the advertising rates 
should be fairly low. 

This thought is inspired by the 
first arrest for alleged operation of 
a broadcasting station without a li- 
cense, made here, the victim being 
George W. Fellowes. 

Fellowes was arrested on a war- 
rant charging operation of a station 
without a license and interference 
with interstate commerce by inter- 
fering with the broadcasting of other 
stations. The radio inspectors of the 
Department of Commerce made the 
charge that operation of a broadcast- 
ing station by Mr. Fellowes was in- 
terfering with programs issued by li- 
censed stations. 

Investigation was made by officials 
of the Department of Justice which 
disclosed that Mr. Fellowes would, 
by means of his apparatus, re-broad- 
cast over his station a program being 
broadcast from one of the other sta- 
tions. In this way it was alleged 
that he was “stealing a program.” 

Through arrangements perfected 
with a licensed station, the alleged 
theft was disclosed and a _ search 
warrant issued. 

The case is to be presented to the 
Federal grand jury in St. Louis. The 
offenses enumerated in the radio act 
are felonies, with a maximum punish- 
ment of five years or fine of $5,000, 
or both. 


Appoint Whipple & Black 


The All-Steel Products Company, 
Detroit, has appointed Whipple & 
Black, Inc., advertising agency of 
that city, to direct the advertising 
of its Sure Spray paint gun. Maga- 
zines and direct mail will be used. 

Wayne Services, Inc., Detroit, pro- 
ducer of window displays, has also 
placed its advertising account with 
Whipple & Black. Business papers 
are being used. 


Representatives Change 
Name 
Roy Barnhill, Ine., college pub- 
lishers’ representatives of New York, 
has become Littell-Murray-Barnhill, 
Inc. The change is one of name 
only. 


Parsons with Burton 
Bigelow 
Nathan S. Parsons, formerly with 
Winsten & Sullivan, New York, is 


now associated with Burton Bigelow, 
Inc., advertising agency of Buffalo. 


Leaves “Hoard’s 


Dairyman” 

George W. Rankin has resigned as 

advertising manager of Hoard’ 
Dairyman, Fort Atkinson, Wis. 


Cigarette War Ends 
Cigarettes are 15 cents again. The 
war ended suddenly Tuesday, and re- 
duced prices were withdrawn among 
retailers from coast to coast. 


F. W. Woolworth struggled through 
with 1929 net income of $36,664,000, 
against $35,385,000 in 1928. Sales 
for 1929 aggregated $303,047,000. 
This was accomplished with 1,825 
stores as compared with 1,725 at the 


Advertising Club. 


Bend, Wis. 


close of 1928. 
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ADVERTISING AGE 


Elusive Fashion 
Being Studied 
by Professors 


New York, Jan. 30.—Salient facts 
about fashions, their origin and their 
spread were given by Paul H. Ny- 
strom, Columbia University, at the 
recent meeting of the National Asso- 
ciation of Teachers of Marketing and 
Advertising in Washington. Profes- 
sor Nystrom gave this summary: 

1. Fashion waves usually, but not 
invariably, seem to arise in the 
largest cities where there are people 
of wealth and interest in style ex- 
perimentation. Paris is always cited 
as the center from which most wom- 
en's fashions radiate. London is said 
to be the center from which many 
men’s fashions spread. In fact, how- 
ever, there are many instances of 
fashions that have had their origins 
in other parts of the world, but most 
of them do originate in the so-called 
fashion centers, of which there are 
many more than Paris and London. 


Fashions Spread Rapidly 


2. A new fashion spreads_ with 
great rapidity to all parts of the 
country, and in the larger cities of 
the United States is almost simulta- 
neous. 

A new color, a new type of hat, a 
new silhouette in garments, makes 
its earliest appearance in close suc- 
cession in New York, Cleveland, Chi- 
cago, Kansas City and Los Angeles. 
Nor should that list of cities be in- 
terpreted as the order in which new 
fashions appear. The order may be 
reversed. 

3. After the appearance of a new 
fashion in any community its spread 
among the people of that community 
progresses more gradually and more 
regularly than the spread of the 
fashion geographically across. the 
country. 

4. The spread of a fashion within 
any representative community over a 
period of time may be described bya 
bell-shaped graph or curve, the ends 
of which represent, respectively, the 
beginning and the end of the fashion 


wave, and the central portion, the 
peak of popular acceptance. 
Not Limited in Price 
5. Fashion waves frequently pass 
through several price lines before 
their force is exhausted. A style in 


footwear may start in higher priced 
shoes, but by recopying and use of 
cheaper materials the same style may 
reappear again and again in lower 
and lower-priced goods, thus making 
it possible for people with lower and 
lower incomes to participate in the 
fashion. 

It is a mistake to assume generally 
that the initiation of higher priced 
goods in lower priced lines results 
in a decline of the fashion. There 
are numerous instances of important 
fashions that have continued to hold 
dominant places in consumer demand 
after reproduction and imitation in 
all possible price variations. 

6. The length of time taken for a 
fashion wave to run its course varies 
enormously. There are certain fash- 
ions or fads which complete their 
cycles in a period of weeks or days. 
Many fashions run their course in a 
season. Among them may be enu- 
merated most dress accessories, styles 
ot hairdressing, perfumes, colors, 
both for women’s and men’s use and 
so on. , 

Other fashions, involving impor- 
tant changes in silhouette in women’s 
garments, types or styles of men’s 
clothing and home furnishings, run 
for several years. Generally speak- 
ing, furniture and home furnishings 
are characterized by fashion changes 
that run severai years. Architectural 
fashions run for decades. 


Factors Causing Changes 


“Changes in income levels, and 
More particularly changes in stand- 
ards of living, the spread of popular 
education, growth or decline in social 
aptitude for innovations, are major 
factors inducing fashion changes,” 
Said Professor Nystrom. 

“It may not be possible to base a 
Specific fashion forecast on the knowl- 
edge of a social change, but it would 
Seem that a close acquaintance with 
social movements of the time would 
assist the fashion forecaster. 

“Graphic records of current fash- 


Quits Agency Field to 
Sell Salvation 


Trenton, N. J., Jan. 29.—Ken- 
neth W. Moore, head of the lo- 
cal advertising agency of that 
name, has announced his with- 
drawal from business to study 
for the ministry. The business 
will be continued by his asso- 
ciates. 

The advertising man recent- 
ly was bereaved by the death 
of his wife. He will go abroad 
before entering a seminary. He 
is also publisher of Trenton. 


ion changes have two wide fields of 
usefulness; first, as aids in discover- 
ing the beginning of new fashions 
that look as if they were going to 
become important, and, second, in 
discovering fashion trends about to 
decline. 


“The high profitability of a new 
style that succeeds in becoming a 
fashion is obvious, but it does not 
appear that a proper amount of stress 
has been placed on the costs of the 
experiments in styles which never 
become fashions, or on the total costs 
of experimentation in order to 
achieve occasional successes. Both 
manufacturers and retailers who ex- 
periment much with new styles in 
the hope of developing new fashions 
have a very high failure rate.” 


Speed Test Is Feature 
of Six Point Gathering 


New York, Jan. 24.—Gates Fergu- 
son, advertising director of the Inter- 
national Telephone & Telegraph Co., 
was the guest of honor Thursday 
noon at the Six Point League, sixty- 
two members being in attendance, 
with a number of guests. 

Mr. Ferguson discussed the present 
campaign of the Postal Telegraph- 
Cable Company. Mapped out to con- 
tinue for a period of five years, this 
campaign has now been in progress 
for about one year, and is proving 
unusually successful. It is mainly 
concentrated in newspapers at points 
where the Postal has. divisional 
offices. During the second year of 
the campaign it will be extended to 
the newspapers in the larger cities, 
starting with Chicago. 

An interesting feature of the meet- 
ing was a telegraph speed test con- 
ducted by Hil Best, president of the 
league. At the beginning of the 
meeting Mr. Best dispatched five tele- 
grams to Windsor, Canada; Los An- 
geles, Calif.; Williamsport, Pa.; 
Leneaster, Pa., and Chicago. These 
were addressed to various newspaper 
associations at these cities and an 
immediate reply was requested. The 
first reply came from Windsor 25 
minutes after the telegram had been 
sent, the others arriving a few min- 
utes later. 

Another feature of the meeting 
was two large photostat copies of 
telegrams of welcome to Mr. Fergu- 
son, one of which was sent by Mr. 
Best and the other by James Wright 
Brown, president of the New York 
Advertising Club. 

Guests present included E. H. Cum- 
mings, head of the media department 
of the J. Walter Thompson Company, 
which handles the Postal Telegraph 
account, and Hugh Lavery, of that 
department; Frederick R. Gamble, 
executive secretary of the American 
Association of Advertising Agencies; 
William H. Rankin, head of the 
agency; Herb Schaeffer, formerly 
with the Rankin agency and com- 
mander of the Goodrich fleet which 
toured the country; James Wright 
Brown, and officials of the Postal 
company. 

The next meeting is scheduled for 
February 20. 


Heads N. H. Publishers 


John H. Houlihan, of Berlin, N. H., 
was re-elected president of the New 
Hampshire Weekly Publishers’ Asso- 
ciation at the annual meeting at Bos- 
ton. H. B. Metcalf is vice-president; 
Miss Addie Towe, secretary, and 
Richard McLean, treasurer. 


Fafnir Account to Dor- 
rance, Sullivan 


The Fafnir Bearing Company, New 
Britain, Conn., has placed the adver- 
tising of the Fafnir Ball Bearing 
Spring Shackle in the hands of Dor- 
rance, Sullivan & Co., New York. 
General magazines and _ business 
papers will be included in the 1930 


campaign. 


Jacksonville Club 


. . 
Appoints Committee 

The Advertising Club of Jackson- 
Ville, Fla., has appointed the follow- 
ing committee to arrange for a 
delegation at the convention of the 
Fourth District of the Advertising 
Federation of America, to be held at 
Miami June 8-10: Bernal E. Clark, 
Loomis, Bevis & Hall, Inc.; Harry E. 
Burns, Harry E. Burns & Company, 
Inc., and Noble Enge, Poster Art 
Studios. 

In a recent report to members of 
the club, Walter E. Gruver, president, 
outlined the activities of the club 
from July to the end of last year. 
Among these activities was the 
appointment of an advertising com- 
mission, a secret committee o1 experi- 
enced advertising men who pass 
on questionable advertising projects 
from the standpoint of their value to 
the advertiser in actual returns per 
dollar invested. 

This committee has approved four- 
teen projects submitted for its consid- 
eration, while several were rejected. 
A number of questionnaires were 
handed out to advertising solicitors, 
but never returned. 


Buys Partner’s Interest 


Nelle K. Stowell has bought the 
interest of Lucy D. Sinsabaugh in 
Stowell & Sinsabaugh, advertising 
agency of Los Angeles. The name 
has been changed to Kennedy Stowell 
Company. 


Become Sustaining 


Members 

Three new sustaining members 
have been anounced by the National 
Association of Teachers of Market- 
ing and Advertising, New York. 
They are George D. Olds, Jr., gen- 
eral sales manager, Hills Bros. Co.; 
Stanley Resor, president, J. Walter 
Thompson Company, and Edward N. 
Wentworth, director, Armour’s Live 
Stock Bureau. 


Has “College Humor” 


Contract 

College Humor, Chicago, has signed 
a contract with the American Color- 
type Company for the color work on 
that publication. The four-page 
cover and a number of inserts are 
involved. The same house does the 
color work for Liberty. 


Heads Fredonia Club 


C. W. Bennett has been elected 
president of the Advertising Club of 
Fredonia, Kan., succeeding John C. 
Gaede. Fin Harlan was made vice- 
president. The directors are Mr. 
Gaede, Harrie Blankinship, Al Gal- 
latin, G. A. Baker, Jim Wolever, 
Joseph Pierce and Walter Koch. 


Appointed by “Auto” 

Auto, Spanish automotive paper, 
has named G. F. Barthe & Co., Syra- 
cuse, as representative in this coun- 
try. 


New Bill Would Charge 
for Undelivered 
Mail 

Washington, Jan. 30.—Sen- 
ator Phipps has introduced a 
bill authorizing the Postmaster 
General to charge for services 
rendered in disposing of un- 
delivered mail. The measure 
points out that such mail re- 
quires more service than let- 
ters which are delivered. 


Improve Linotype 

New York, Jan. 29.—Improvements 
in the product of the Mergenthaler 
Linotype Company make it possible 
to set big display faces up to 36- 
point caps, or moderately condensed 
faces up to and including 60-point. 
The new model can be equipped with 
three wide auxiliaries carrying 24, 
30, 36, 42, 48 and 60-point faces. 


Join Advertising Council 

Among new members of the Ad- 
vertising Council of the Chicago As- 
sociation of Commerce are the fol- 
lowing: . 

J. B. F. Amos, advertising ma”- 
ager, The Hedman Manufacturin: 
Company; S. Fisher, president, 


Fisher Display Service, and Harvey - 


C. Kendall, business manager, The 


Rotarian. 


...- Another Notable Achievement .... 


Complete Newspaper Markets 


An industrial and retail outlet analysis—listing in 
county arrangement all cities and country towns 
in which newspapers are published. 


A 264-page, fact-filled volume which every ad- 
vertising manager, sales manager, account execu- 
tive, space buyer and research man should own. 


——— 


quick reference. 


Complete Newspaper Markets is the supreme work of its 
_ kind, differing from all previous market surveys in that 


1. It includes retail outlet and essential market data relative to 
ALL newspaper cities and towns of whatever size, big and small, 
daily and weekly. 


2. It combines, in tabulated form, market facts with industrial 
data, thus showing at a glance, not only the marketing possibili- 
ties, but also the character of any given newspaper town. 


3. It makes instantly apparent the entire retail and industrial 
story of each individual county in the country, indicating at the 
same time the newspaper coverage. 


Complete Newspaper Markets offers accurate, easy, 


Complete Newspaper Markets sells for $5. 
a year's subscription to The American Press. 


The American Press 


This includes 


225 West 39th St., New York 


Please end me a copy of Complete 
Newspaper Markets at a price of $5, 


which includes a year's subscription eee Web ENB conde “re Fe oe 
to The American Press. I will 
: . : See Te te Ler ere ns 
remit upon receipt of your bill. 
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ADVERTISING AGE 


FURNITURE MEN 
ANNOUNCE NEW 
CONSUMER SHOW 


Public Invited to Ghicago 
Exposition 


While the American Furniture 
Style Show closed in Chicago Janu- 
ary 25, it will be reopened to the 
public from February 1 to 9. The 
show proper was for the trade only 
and some unusual merchandising 
plans were announced by manufac- 
turers. 

Attendance from all parts of the 
Middle West is expected for the con- 
sumer show. The public will in the 
main come as guests of some particu- 
lar dealer. This is said to be the 
first time that such an exposition 
has been thrown open to the public 
by a single industry. 

Lowers Base Price 

One of the interesting announce- 
ments made at the Show. was that 
the Simmons Company, Chicago, 
manufacturer of bedroom furniture, 


has lowered its base price to extend 
fits market. This has been done 
through the medium of the ‘“Deep- 
sleep” mattress, which will retail for 
$19.95. “Beautyrest,” the other fa- 
mous Simmons mattress, sells for a 
considerably higher price. 

The Simmons Company withdrew 
its showing of Berkey & Gay furni- 
ture from the Grand Rapids show to 
bring it to the American Furniture 
Mart in Chicago. The Berkey & Gay 
showing has been a feature of the 
Grand Rapids situation for 50 years. 
While executive offices of Berkey & 
Gay’ remain at Grand Rapids, the 
sales organization has also moved to 
Chicago. 

The dealers attending the show 
were optimistic over the co-operative 
advertising campaign _ recently 
launched and report that results are 
showing. A tie-up is being made 
through posters provided by the 
Donaldson Lithographing Company, 
of Newport, Ky. The _ association 
pays for the posters, imprinted with 
the dealer's name, while the latter 
pays for the space. 


Kroehler’s New Plan 


P. E. Kroehler, president of the 
Kroehler Manufacturing Company, 
Chicago, announced a new merchan- 
dising plan at the Show. The 
Kroehler line of upholstered living 
room furniture and Davenport beds 
has been divided into three trade- 


Cheago W. A.C. 
Plans Bridge Benefit 


A bridge party for the bene- 
fit of the Off-the-Street Club 
will be given by the Women’s 
Advertising Club of Chicago 
February 26, the place being 
the Illinois Women’s Athletic 
Club. Tickets will be $1.25; 
tables, $5. 

Chicago advertising men are 
expected to support their pet 
charity not only by buying 
tickets, but by donating prizes. 
Miss Marie E. Nyhan, 1300 W. 
Jackson Boulevard, is corre- 
sponding secretary. 


marked groups, with nationally-adver- 
tised, standardized, retail prices. The 
division is as clear, according to Mr. 
Kroehler, as that of Buick, Viking 
and Chevrolet. 

The company will create consumer 
demand by “the biggest advertising 
campaign in its history.” This calls 
for four-color pages in The Saturday 
Evening Post, McCall's, Pictorial Re- 
view, Woman's Home Companion and 
Good Housekeeping; special display 
ecards and folders, with the dealer's 
imprint; reprints of the magazine ad- 
vertising, and a mat service for 
dealers’ use in local newspapers. 


- 


in the editorial 


Printed throughout on 80 pound 
coated paper. 


Blueprints reproduced in color 
No advertising on the front cover. 


A direct reader appeal to the 
engineering mind. 


——EEEe 


Some Machine Design Features: 


pages. 


THE JOHNSON PUBLISHING CO. 
Affiliated with The Penton Publishing Co. 


PENTON BUILDING 


~~ —The only 


publication conceived, edited and 
directed expressly for those ex- 
ecutives and engineers responsi- 
ble for the creation and improve- 
ment of machines built for sale, 
and for the selection of the 
materials and parts to be used. 


Editorial authority. 
High visibility of advertising. 
Thorough coverage. 
Ten thousand distribution. 


Subscription Price 
1 Year, $3—2 Years, $5 


CLEVELAND, OHIO 


——- 


FOOD STORES 
HANDLING ONE 
LINE VANISH 


Louisville Survey Develops 
New Information 


Washington, Jan. 29.—The survey 
of food distribution in Louisville, 
Ky., indicated the almost complete 
disappearance of the food shops spe- 
cializing in one type of product, such 
as fruit and vegetable stores, meat 
markets, retail bakeries, and groceries 
handling only package goods, Wroe 
Anderson, business specialist of the 
Department of Commerce, announced. 


The dominant type of outlet is the 
general food store, handling meats, 
fresh fruits and vegetables, bakery 
and dairy products in addition to 
bulk and packaged groceries. Not 
only does this type prevail among in- 
dependents but all chain outlets have 
recently added meats and fresh fruits 
and vegetables to their lines. 


A more important trend is the 
growth of prepared meal and refresh- 
ment types of outlets. Over 20 per 
cent of all food and related products 
purchased in Louisville in 1928 was 
consumed on the premises where pur- 
chased. This is a large figure con- 
sidering that Louisville is a city of 
homes and that eating in _ public 
places is not so prevalent as in more 
metropolitan centers. 


Coming 
Conventions 


Feb. 4-5. Outdoor Advertising 
Assn. of Northern States at Nicollet 
Hotel, Minneapolis. 


Feb. 6-7. Outdoor Advertising 
Assn. of Indiana at Lincoln Hotel, 
Indianapolis. 

Feb. 9-10. Mid-West Advertising 


Managers’ Assn. at Kansas City. 


Feb. 28-March 1. Fifth, District, 
Advertising Federation of America, 
at Battle Creek, Mich. 


March 27. Outdoor Advertising 
Assn. of Connecticut at Hotel Heub- 
lein, Hartford. 

April 23-25. American Newspaper 
Publishers’ Assn. at Hotel Pennsyl- 
vania, New York. 


May 14-15. American Association 
of Advertising Agencies at Mayflower 
Hotel, Washington, D. C. 

May 18-21. Advertising Federa- 
tion of America at Washington, D. C. 


Agency Men in School 
Work 


Leo Smith, head of the copy depart- 
ment of the Dyer-Enzinger Company, 
Milwaukee, has been appointed to 
take charge of the evening course in 
advertising, copy-writing and lay-out 
in the school of business administra- 
tion at Marquette University, Mil- 
waukee. 

Randol Taylor, of the same agency, 
addressed a class in advertising at 
Marquette University, January 17, on 
“Regulation of Selling and Advertis- 
ing Expenditures.” 


Laurimore Changes 

T. Jarvis Laurimore, recently with 
Guenther-Bradford & Co., Inc., Chi- 
cago, has joined Freeze-Vogel-Leo- 
pold, Inc., advertising agency of that 
city. 


Bratton in South 

Sam Bratton has joined the South- 
ern Industrial Engineering Company, 
of Alabama. Mr. Bratton is a former 
president of the Advertising Club of 
Portland, Ore. 


Directs Aetna Advertising 

Stanley F. Withe has been ap- 
pointed manager of the department 
of publicity of the Aetna Life Insur- 
ance and affiliated companies. He 
has been assistant director for nine 


. 
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“Fresh Air Great Help,” 
Testifies Hal Wagner 


Hal Wagner 


Emporium, Pa., Jan. 30.—‘‘Fresh 
air is a great tonic, and I recom- 
mend it to all advertising managers,” 
said Hal Wagner, advertising man- 
ager of the Sylvania Products Com- 
pany. 

“Taken in the proper way, it places 
the advertising manager beyond the 
reach of advertising agencies, space 
salesmen, copy-writing and all of the 
other ills to which the race is heir. 
“IT attribute my youthful figure to 
fresh air and the manufacturers may 
use my testimonial in any way they 
see fit.” 


Recognition Lists 
Figure in Plaint 
of Commission 


Washington, Jan. 28.—According to 
a brief filed by Elisha Hanson, coun- 
sel for the American Newspaper Pub- 
lishers’ Association, the complaint of 
the Federal Trade Commission 
against that and other organizations 
hinged largely on the efforts, through 
circulation of “recognition lists,” to 
keep publishers informed about ad- 
vertising agencies which were work- 
ing on the accepted basis of keeping 
all of their commissions. 

These lists also dealt, according to 
the brief, with those which were of- 
fering inducements to clients by split- 
ting commissions obtained from the 
publishers, as well as advertisers who 
were attempting either directly or in- 
directly, to obtain rebates of the 
amounts of commissions on their ad- 
vertisements. 

According to briefs filed in the 
case, the defendants were charged 
with unfair competition in violation 
of the Federal Trade Commission act 
on the grounds that, by concerted ac- 
tion, they attempted: 

“1. To prevent certain national ad- 
vertisers from obtaining their adver- 
tising from daily newspapers at the 
so-called net rate. 

“2. To monopolize the placing of 
national advertising in daily news- 
papers by advertising agencies for the 
special benefit of one of the respond- 
ents, the American Association of 
Advertising Agencies, and to prevent 
competition as to commission charged 
by such agencies for service ren- 
dered. 

“3. To promote these schemes 
through unfair agreements among 
the respondents. 

“4. To promote these schemes by 
cooperative efforts among the individ- 
ual members of each of the respond- 
ent organizations.” 


Lambert Absorbs Prophy- 


lactic 
New York, Jan. 29.—Negotiations 
for a merger of the Lambert Phar- 
macal Company and the Prophylactic 
Brush Company have been com- 
pleted. A subsidiary will be formed 
by Lambert to acquire Prophylactic. 


Larrimore to Speak 
Francis Larrimore, star of “Let 
Us Be Gay,” will address the Women’s 
Advertising Club of Chicago at an 
evening meeting February 4. The 
other speaker will be Norman A. Me- 
Quarry, advertising manager of 

John A. Colby & Sons, Chicago. 


Town Bars Posters 
All poster advertising has been 
banned from the corporate limits of 
Genoa, Colo., as the result of protests 


years. 


against cigarette advertising. 
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ADVERTISING AGE 


Buffalo Dailies 
Participate in 
Printing Display 


Buffalo, Jan. 26.—John F. Grabau, 
local bookbinder, won the silver cup| | 
for having the best of 57 displays at || 


the Exhibition of Industrial Art in 
Printing, Engraving and Lithography 
which closed here today. The exhibi- 
tion, in which the Printing Sales- 
men’s Forum, The Buffalo Typothe- 


tae, the International Association of |} 


Printing House Craftsmen and others 
co-operated, developed other awards 
as follows: ; 

Water-color printing, Baker, Jones 
& Hausauer; lithography, The Amer- 
ican Lithograph Company; maps, J. 
W. Clement Company; four-color 
process printing, J. W. Clement Com- 
pany; printing in two or more colors, 
Whitney-Graham Company; engrav- 
ing, Universal Engraving & Color 
Plate Co.; bookmaking, Whitney- 
Graham Company. 

Posters, press proofs, transparen- 
cies, paper stocks, in all hues and 
shades, printing in one or more 
colors, rare editions, exquisitely 
bound books, and the largest four- 
color process pictorial map ever 
made were shown. In conjunction 
with the display, the Buffalo Mu- 
seum exhibited part of its collection 
of domestic travel posters. These 
tourist advertising mediums are 
used extensively in European coun- 
tries and are being introduced into 
the United States. 

Favorable comment was occasioned 
by the exhibits of the three Buffalo 
daily newspapers, News, Times and 
Courier-Express. The News clicked 
off news dispatches right in front of 
visitor’s eyes through a tie-up with 
the Associated Press. Pictures and 
exhibits showed the different proc- 
esses followed in getting the news 
and views of the world into complete, 
readable form. 

The Buffalo Times told the story of 
a specific newspaper article from be- 
ginning to end. It showed the city 
editor’s assignment to the reporter, 
and, finally, the story actually pub- 
lished in the paper. The Courier- 
Express exhibit was an object lesson 
of rotogravure in the making. All 
three exhibits formed the entrance to 
the main printing display. 


Form New Type of Chain 

New York, Jan. 30.—A new type 
of grocery chain has been formed by 
a wholesale supply house at Chatta- 
nooga, Tenn., according to The Busi- 
ness Week, which adds the following 
details: 

“Stock in Volunteer Stores, Inc., is 
held by the outstanding retail grocery 
merchants of the vicinity and the 
wholesale supply house. 

“The Board of Directors will have 
four members elected by the mer- 
chants and four by the wholesale 
house. An advertising committee of 
five retail merchants will act in an 
advisory capacity. 

“Retailer-members contract to con- 
fine their grocery purchases to this 
one source, while the wholesale 
house limits its net earnings on sales 
to the Volunteer Food Stores to 
1% _ percent. Any percentage of 
profit over that will be refunded 
annually. 

“Groceries make up only 35 per 
cent of the retailers’ sales. Members 
of the supply house, with the assist- 
ance of the advertising committee, 
act in a contractual capacity to pur- 
chase the other 65 per cent of re- 
quired merchandise. 

“By paying an advertising fee of $3 
a week, each retailer gets the benefit 
of the group advertising amounting 
to $400 a week, spent on newspaper 
Space and posters. Merchandising is 
superintended by an _ experienced 
chain store man.” 


Has Richelieu Account 


Sprague, Warner & Co., wholesale 
8rocers of Chicago, have appointed 
the Batten, Barton, Durstine & Os- 
born Corporation of Chicago to direct 
the advertising of 500 food products 
under the brand names Richelieu, 
Ferndell and Batavia. This is the 
company’s first venture into national 
advertising. 


With Seattle Agency 
Charles Allen Blair has joined the 
Izzard Company, of Seattle. He was 
formerly advertising manager for the 
Union Electric Light & Power Co., 
St. Louis. 


i 


BEST EXHIBIT AT BUFFALO EXHIBITION 


John F. Grabau’s display of bindings carried off the honors 
at the Graphic Arts display. 


SELL MORE AND 
BUY LESS TO 
BEAT CHAINS 


More Effective than Legislation, 
Buckley Says 


Waste of time interviewing sales- 
men is the major weakness of inde- 
pendent retailers, and the chief rea- 
son why they are not meeting chain 
store competition, Homer J. Buckley, 
president of Buckley, Dement & Co., 
Chicago, told the Retailer’s Commer- 
cial Union at its semi-annual meet- 
ing in Chicago January 28. 

Mr. Buckley urged the dealers to 
eliminate half of their sources of sup- 
ply, concentrate their buying with a 
relatively few, and beat the chains 
at their own game, instead of trying 
to legislate them out of business. 

“The average independent retail 
merchant is the constant prey of 
every Tom, Dick and Harry of a 
salesman,” asserted Mr. Buckley. 
“He is persuaded in many instances 
to buy job lots of merchandise offered 
at special discounts to him. He is an 
easy victim of discount purchases and 
fails to exercise intelligent selection 
of merchandise, based on the style 
trends of his trading area. 

“It makes me heartsick when I find 
a group of merchants organizing in 
any community and seeking to find 
a way out of their troubles by or- 
dinance. Such a procedure is eco- 
nomically unsound and will get no- 
where.” 


Add Moving Pictures 
for Sales Promotion 


Visuagraphic Pictures, Inc., New 
York, has compiled a list of new 
clients who used motion pictures for 
sales promotion in 1929, included in 
the array being: 

The Pennsylvania Railroad, Procter 
& Gamble Co., General Motors Export 
Corporation, Irvin Air Chute Com- 
pany, Philadelphia Evening Bulletin, 
New York Sun, Cleveland Plain 
Dealer, Brooklyn Daily Eagle, New 
York Stock Clearing Corporation, Girl 
Scouts, Inc., American Society for 
Control of Cancer, Philadelphia & 
Reading Coal & Iron Co., Spool Cotton 
Company, Virginia Electric & Power 
Co 


Pitcairn Cierva Autogiro Company, 
Fairfield County Hunt Club, Missouri- 
Kansas Pipe Line Company, Gregg 
Publishing Company, Curtiss-Wright 
Flying Service, American Writing 
Paper Company, American Sugar Re- 
fining Co., La Nacion (Buenos Aires) 
Munson Line, Radio Corporation of 
America, Stone & Webster, Eastman 
Kodak Company, E. R. Squibb and 
Sons, International Paper Co., Fisk 
Rubber Co., General Electric, Inter- 
national T. & T., United Press Asso- 
ciation, Transcontinental Air Trans- 
port and Relay Motors Corporation. 


Will Fly to Washington 

Many members of the Philadelphia 
Club of Advertising Women will fly 
to Washington for the 1930 conven- 
tion of the Advertising Federation of 
America. The club has become air- 
minded as the result of listening to 
Amelia Earhart at a recent dinner. 


New A. B. C. Papers 

Radio Retailer ¢ Jobber, New York, 
is entitled to full membership privi- 
leges in the Audit Bureau of Circu- 
lations, the latter announces. A 
publisher’s statement for the six 
months ended December 31 has been 
released. 

The application of Automobile 
Trimmer & Painter, Cincinnati, also 
has been approved. 


‘Ventura Star”’ 
Leads Coast 
in Lineage Gain 


Los Angeles, Jan. 29.—The Ventura 
County Star, of Ventura, Cal., led all 
newspapers of the Pacific Coast in 
lineage gained in 1929, it is believed. 
The increase amounted to 40 per cent. 


The newspaper had 2,914,514 lines 
of local advertising, an increase of 
833,974; 665,229 lines of national ad- 
vertising, a gain of 190,293; 574,391 
lines of classified, the gain being 
142,351. 


A modern viewpoint on the needs 
of advertisers, particularly local ad- 
vertisers, was responsible, according 
to Martin Jensen, business manager, 
who explained: 


“It is interesting to note that the 
gain in all departments was prac- 
tically the same. We attribute the in- 
crease primarily to better service to 
local advertisers. This means writ- 
ing, producing and setting advertise- 
ments designed to secure business— 
not merely to fill space. 


P. P. Willis, Inc., of Toledo, has 
transferred its offices to 105 West 
Adams street, Chicago. P. P. Willis 
is president. 


Value of Brand Names 

Minneapolis, Jan. 29.—“Sunkist” is 
valued at $10,000,000, according to 
the current issue of “This Business 
of Selling,” house organ of Olmsted- 
Hewitt, Inc., local advertising agency. 

“Lehn and Fink Products paid 
$6,214,421 for Pebeco and Hinds; 
Shinola, Bixby and Two-in-One 
brought $4,000,000; Gem safety razor 
business was sold for $4,000,000, of 
which the brand name was put at 
$3,600,000—the balance for plant and 
equipment,” says the publication. - 


Heads Outdoor Club 

William H. Partlan, Manchester, 
N. H., was elected president of the 
Outdoor Association of New England 
at its annual meeting at Boston. 
O. H. Fernandez, Old Town, Me., was 
made vice-president; C. W. Burrell, 
Providence, secretary, and Arthur H. 
Davis, Nashua, N. H., treasurer. 


Dies in West 

Frank J. Herier, former advertis- 
ing man of Cincinnati, died at Mon- 
rovia, Cal., recently. ‘Mr. Herier, 
who was 44 years old, became ill sev- 
eral years ago while in advertising 
work in the Philippine and Hawaiian 
Islands, and was forced to return to 
this country. 


Has Color Section 
The New Orleans Times-Picayune 
has added a colored magazine section 
to its Sunday edition, the first appear- 
ing January 26. 


markets. 


textiles? 


Data Book. 


etc. 


A Complete Reference Work 
for Advertisers 


The Market Data Book for 1930, just off the press, 
should be in the library of every advertising manager 
and agency executive. Here, in one convenient volume, 
is assembled detailed information on a hundred major 


Do you want to know how many retail outlets there 
are for gasoline? It’s in The Market Data Book. Do 
you want to know what section produces the most 
It’s in The Market Data Book. Or how 
much steel is used by the automotive industry . . . or 
how many shoe dealers there are in the country .. . or 
how materials flow through a heavy clay products 
plant, in terms of equipment .. .? 


All this, in a single volume, carefully indexed and 
classified, and with a complete directory of business 
publications covering these markets, with all essential 
data on rates, mechanical requirements, circulation, 


You can have this vital reference work FREE. Let us 
enter your order for one year’s subscription to Class 
& Industrial Marketing—the national spokesman of 
specialized advertising and sales—and we will send 
you immediately this great reference work. 


Send today before the edition is exhausted. The sub- 
scription price is $2 a year. 


THE MARKET DATA BOOK 


537 South Dearborn Street 


It’s in The Market 


Chicago 
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‘“Records’’ 


Institutes 


Cumulative Totals; 
Farm Lineage Gains 


New York, Jan. 28.—The Denney 
Publishing Company, publisher of 
National Advertising Records, will in- 
stitute reports of cumulative totals, 
effective with its February issue. In- 
stead of giving only the figures for 
one month for individual advertisers, 
totals for the year to date will be 
shown. 

With its February number, it will 
also devote more room on individual 
pages to data on advertisers. 

National Advertising Record's fig- 
ures show that all advertisers spent 
more money in six national farm 
papers in 1929 than in 1928, the 
figures for 1929 being $11,092,342 and 
for the preceding year, $10,606,643. 
National advertisers contributed 47.45 
per cent of this total. 

Expenditures of leading individual 
advertisers in these papers for the 
two years are as follows: 


1929 1928 
American Radiator & 

Stand. Sanitary Cap. sean Me Geisces 
American Tele. & Tel 

Co. & Assoe. Co’s...... | 52,884 55,681 
American Tobacco Co., 

(gaa ae gyal rT 6,000 36,900 
Sr Oe CMD, 0.6663900560 fh ee 

Including: 

Se 8 aa 7,497 7,542 

Armour Fertilizer 

DE sche cocwae haces . ieee 
Armstrong Cork Co..... 0,000 100,000 
Atw — Kent Mfe~ o.. . 58,647 65,649 
See 55,450 56,800 
Brown "e Williamson To- 

I aaa 34,180 3,980 
Burroughs Midaing Ma- 

ST SO Poe pos ke 580 0 0b - ieee 
Champion Spark Plug Co. 40,840 25,000 
Chrysler Motor Corp..... 165,200 206,900 

Including: 

Chrysler Motor Corp... 72,000 54,000 

De Soto Motor Co..... 13,500 13,500 

Dodge Bros., Inc....... 79,700 139,400 
OS, 0.0h0%3605%60% 00 ek er ee 
Congoleum-Nairn, Inc.... 94,200 92,700 
Cream of Wheat Co...... 32,400 32,400 
Crosley Radio Corp....... 69,169 65,750 
SE NS ao eee eee 
8 2 ere 8,200 28,000 
vane Tire & Rubber 

et pee Liked Yih oe 9,600 122,30¢ 
(including Firestone 
Footwear Co.) 
Wisk Tire Co., Inc....... 73,097 51,570 
Ford wy 4 | eee et ned 51,600 
Forhan i F0.4g 65050 hee 5,906 38,925 
General Foods Corp...... 328 ee ee 

Including: 

Calumet Baking Pow- 

n'a 0 deeb 48,503 76,051 

os ee ee 49,610 40,850 

Diamond "Deyetah Salt 

Rr 0 ee 

Igleheart Bros., Inc.... 11,600 7,200 

ee O, BG. 60006006 / | ay 

os — he Products Co., 

EE EEE: 22.500 70,000 

Posetum Co., Inc. ...... 165.780 122,450 
General Motors Corp..... 599,756 483,481 

Including: 

AC Spark Plug Co..... Gree « weenee 

Buick Motor Co, Buick 

& Marquette ........ 85,2 36,000 

Chevro'et Motor Co....105,600 111,000 

Delco-Light Co. ...... 77,766 83,391 

Ethyl Gasoline Corp... 68,020 75,480 

Fisher Body Corp. .... : 69,600 60,500 

General Motors Prruck 

NS elas es sce ackeore OEee. - 442564 

Institutional .......... 68:020 66,210 

Oakland & Pontiac ... 45,000 40,500 

Olds Motor Works .... 16,600 10,400 
General Tire & Rubber 

as ib ak ood boitee.9 6 26,050 13,500 
Gillette Safety Razor Co.. 65,770 55,960 

oodrich, B. F., Rubber 

ARP 114,900 84,500 
Goodyear Tire & Rubber 

i” TiS rT tee 104,550 104,400 
Graham - Paige Motors 

Arr neers 
Hudson Motor Car Co....125,750 75,300 
Hupp Motor Car Corp.... 27,000 45,000 
Int'l Harvester Co. of 

pO See 209,523 178,277 
Johns—Manville, Inc. — = eee 
Kellogg Soe ssmaneuedl 

DEED TERM) oun nc cecece Bee 8 aéeies 
Kelly-Springfeld Tire Co. se, eM 61,200 
ere oA 
Lambert Pharmacal Co. .210, 300 149,400 
Pond’s Extract Co....... 22.500 22,500 
neue @ Bre. Co.... +... 28,550 36,420 
Liggett & Myers Tobacco 

Ee ree 188,449 55,020 
Lever Bros. Co. ......... 10,800 10,800 
SS A: eee ee Bee aseens 
Mohawk Carpet Mills 

es st eos6s.0.0 whaes .380 «42,800 
Montgomery Ward & Co. 48,291 88,300 
eaen Motors Co......... 39,272 75,867 
Norwich Pharmacal Co... 16,253 17,526 
SR ae 3,788 18,073 
Oneida Community, Ltd.. 23,600 ...... 
Paramount Famous 

Lasky Corp. és . 27,000 27.000 
Parke Davis & Co....... 29,392 6,450 
marmer Pen Co......-..9. 13,500 13,500 
Pillsbury 7 Mills Co. HY 800 37,500 
Procter & Gamble Co.... 22,069 5,349 
Quaker Oats Co......... “157. 040 166,280 

Including: 

Aunt Jemima Mills.... 17,400 ...... 

Mother’s Oats Co...... 65,030 75,280 

‘Quaker Oats Co....... 114,610 91,000 
Radio-Victor Corp. of 

DP ctschveren cans 8 Aa 
Reo Motor Car Co....... 72,000 40,500 
Reynolds, R. J., Tobacco 

eS bs Sane ks > 0 5,600 212,050 
Sherwin-Williams Co. 6,300 24,050 
Singer Sewing Machine 

REI Serer eee 13,500 18,000 
Standard Brands, Inc. 

—— Baking Powder | 

Ae tA S coh «Ke sad 1,250 13,500 
shandarh Oil Companies i BAe secaes 

Including: 

Chesebrovgh Mfg. Co.. 9,900 17,28 

Nujol Laboratories eee” <iets 


Sterling Products Corp... 38,245 ...... 
Including: 
memrer Ce, TAs 20 «025s 13,293 32,478 
Phillips. Chas. x 
Chemical Co. ........ 15,366 10,170 
Wells & Richardson Co., 
Ce Seeidek de mawannen 9,586 12,753 
Stewart-Warner Speed- 
Gmmeter COOP. scccceces ,860 52,266 
Including: 
Stewart-Warner Speed- 
weeeeee CUM, icovees sarees 31,200 
Alemite Corp. ......... 31,860 21,060 
[eeema ker Corp of 
DEES i viticwnacnes he Rae éaeene 
Sun_Maid Raisin Growers 
eee FF err 
US Ee eer 8,9 95,856 
, > reer 141,250 140,750 
Timken Roller Bearing 
eR errr 54,000 54,000 
U nion Carbide & Carbon 
Peres Serer 160,850 93,033 
incheding: 
National Carbon Co., 
Pe Via etaead sek eed 140,050 92,583 
Carbide & Ca 
Chemical Corp. ...... 0,800 450 
United States Rubber Co. HY bh 44,100 
Vacuum Oil Co.......... 32,40 32,400 
Western Clock Co....... 18, $95 22,695 
Western Electric Co..... 18,000 20,250 
Including: 
Graybar Electric Co.... 4.500 2,250 
Western Electric Co.. 13,500 18,000 
Wheeling Ceerenees Co. 26,958 18.562 
Willys—Overland, Inc. tay ,300 190,800 
Wrigley, Wm., Jr., Co.. . 59,685 90,971 
Young, Ww. F, Inc....... 29,183 13,829 


Taft Was Virtual Head 
of Paper for Years 


Hulbert Taft 


Cincinnati, Jan. 29—Hulbert Taft, 
who was recently elected president 
and editor-in-chief of the Cincinnati 
Times-Star, has been the virtual head 
of that paper for almost twenty years, 
with the title of editor. 

He was the son of Peter Taft, 
nephew of William Howard Taft, for- 
mer president of the United States, 
and a nephew of the late Charles P. 
Taft, publisher of the Cincinnati 
newspaper. 

Hulbert Taft received 2,000 shares 
of stock in the Times-Star by the 
will of his uncle. Robert A. Taft and 
Charles P. Taft, sons of William 
Howard Taft, received 1,000 shares 
each. 

Hulbert Taft joined the Times-Star 
as a reporter shortly after his grad- 
uation from Yale in 1900 and in the 
same year was made associate editor. 
He became editor in 1907. 


Publish “Farmer 


Salesman” 

Tom Delohery has begun publica- 
tion of The Farmer Salesman, in Chi- 
cago, covering the marketing of farm 
crops direct to the consumer. 


Has Radio Account 
The Pilot Radio & Tube Co., 
Brooklyn, has placed its account with 
the Peck Advertising Company, New 
York. The advertising is directed by 
Charles Gilbert, general sales man- 
ager. 


Real Estate Market 
Turning? 
Seattle, Jan. 30.—Is the real estate 


market coming out of the doldrums? 


Carter, MacDonald & Co., local real 
estate concern, reports that January 


0 inquiries cost about half of those of 


any month of 1929. 


ADVERTISING AGE 


Chicago Council 
Re-elects Berns 
As Its Chairman 


Max A. Berns, advertising manager 
of the Union Portland Cement Com- 
pany, Chicago, was re-elected chair- 


Max A. Berns 


man of the Advertising Council of 
the Chicago Association 6f Commerce 
Monday. 

O. C. Harn, of the Audit Bureau of 
Circulations, was made first vice- 
chairman, and Ben C. Pittsford, of 
the company of that name, second 
vice-chairman in charge of depart- 
mentals. 

New members of the executive 
board are W. E. Macfarlane, business 
manager, The Chicago Tribune; 
James N. Shryock, business manager, 
The Chicago Daily News; Homer 
Guck, publisher, Chicago Herald & 
Examiner; H. K. Clark, Western 
director, Frank A. Munsey Company 
and New York Sun; Basil Church, 
Western manager, Capper Publica- 
tions; 

C. R. Custer, advertising manager, 
Chicago & Northwestern Railroad 
Company; Frederick P. Seymour, 
vice-president, Horder’s, Inc.; A. W. 
Sherer, vice-president, Lord & 
Thomas and Logan; Guy C. Smith, 
director of advertising and research, 
Libby, McNeill & Libby. 

Flint C. Grinnell, manager of the 
Chicago Better Business Bureau, was 
made an ez-officio member of the 
board, while Fred J. Ashley, public- 
ity director, Chicago Association of 
Commerce, was re-elected ex-officio 
member. 

The following were reelected for 
two years: 

E. H. Aberdeen, manager rural 
electrification, Westinghouse Electric 
& Mfg. Co.; Homer J. Buckley, presi- 
dent, Buckley, Dement & Co.; G. 
R. Cain, advertising manager, Swift 
& Co.; Guy W. Cooke, advertis- 
ing manager, First National Bank 
of Chicago; G. R. Schaeffer, ad- 
vertising director, Marshall Field 
& Co.; E. R. Shaw, president, Tech- 
nical Publishing Company; Robert J. 
Virtue, vice-president, Charles H. 
Eddy Company, and Mason Warner, 
president of that company. 


Radio Day at Boston 

Boston, Jan. 29.—Radio Day was 
held yesterday by the Advertising 
Club of Boston, Frank A. Cox, as- 
sistant to the president of Whittall 
Associates, Ltd., Worcester, describ- 
ing the broadcast of the Whittall 
Anglo Persians. 

Mr. Cox said that the ideal broad- 
cast advertising program is one re- 
inforced by a comprehensive plan of 
printed tie-in material. He showed 
how a fabric of live dealer co-opera- 
tion and consumer acceptance has 
been woven by his company. 


Returns to Advertising as 
Agency Vice-President 


Colonel E. J. W. Proffitt, for many 
years active in the investment bank- 
ing business in Eastern cities, re- 
turns to the advertising field Febru- 
ary 1 as vice-president of Dorrance, 
Sullivan & Co., New York. He has 
resigned as president of the Invest- 
ment Corporation of New York, but 
remains a director. 

During the war, Colonel Proffitt 
served on the general staff, U. S. A., 
and as assistant chief of staff, 84th 
Division. 


February 1, 1930 
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Space Cost Only Half 
of Total Expenditure 
in Laundry Campaign 


Indianapolis, Jan. 30.—The cost of 
space in a well balanced advertising 
campaign is about half of the total 
cost of the campaign, according to 
an analysis recently issued in behalf 
of the Laundryowners National As- 
sociation and the National Laundry 
Allied Trades Association, which con- 
tributed one-fifth of the campaign 
fund. 

The plans called for a four-year 
sales promotion program and at the 
“half-way mark” the total expense 
was $2,186,514. Magazine space ac- 
counted for $1,041,530 of this total. 

Production costs included these 
items: 

Paintings and drawings, $25,173; 
printing plates, $52,821; electros, 
$1,533; composition, $10,007; photo- 
graphs, $651; hand lettering and 
designs, $1,165; layouts, $2,498; mail- 
ing, including postage and cost of 
boxing, $273. 

Cost of Contest 

Another item was a prize contest, 
which cost $76,428 for prizes, cost of 
handling, sorting and judging more 
than a million letters. A part of this 
covered the cost of sending out news 
stories to newspapers, although the 
campaign ran chiefly in magazines. 

Progress of the campaign was 


related in “The News,” a 24-page 
publication, on which was spent 
$58,192. The cost of phonograph 


records, with cards, banners, etc., 
which were sent to each subscribing 
laundry at the start of the campaign 
and six months later to aid in 
stimulating employes to better work, 
was $11,497. 

Telegrams, letters, postage and 
supplies for the subscriber advertis- 
ing department took account of 
$9,348. 


The department of sales promotion 
consumed $87,551. This included the 
cost of preparing, printing and dis- 
tributing sales manuals; salary of 
several employes and experts; travel- 
ing expenses, etc. Net income from 
this department was $27,330, which is 
not deducted from the total disburse- 
ments as given. 

Another $1,350 was spent for audit- 
ing, while publicity took $2,432. 

Tie-up Is Expensive 

Tie-up material ate up a large sum, 
some of the items in this list being 
wagon cards and holders, $262,445; 
package inserts, $190,109; Ask-Me- 
Another booklets, $35,836; calendars, 
$2,305; Christmas cards, $4,565; Con- 
servation-of-Textile booklets, $674; 
door-knob hangers, $2,6U7; slogan 
electros, $750; 24-sheet posters, $145,- 
333; 3-sheet posters, $3,495; Alice-in- 
Wonderland booklets, $34,065; news- 
paper mats and plates, $23,249; blot- 
ters, $4,849; introduction cards, 
$1,944; form letter series, $2,306; 
direct mail plan book, $12,679; letter 
circulars, $6,750; envelope enclosures, 
$3,875; other tie-up material expense, 
$9,081. 

Several mediums were added to 
the campaign in 1929, $103,000 being 
spent on radio advertising; $45,148 
for Canadian newspapers and $33,408 
in the textile papers. 

The magazines used during 1929 
included The Saturday Evening Post, 
Ladies’ Home Journal, Good House- 
keeping, MacLean’s Canadian Home 
Journal and Better Homes & Gardens. 

The result of the campaign was 
an increase of 13.41 per cent in the 
United States and 15.79 per cent in 
Canada. The campaign was handled 
by the Millis Advertising Company, 
of Indianapolis. 


Made in Ireland, 
FordsonTractor Is 


Back on Market 


Detroit, Jan. 30.—Active merchan- 
dising operations have been begun 
for the Fordson tractor, which has 
been off the market for the past two 
years. This Ford Motor Company 
product is now being manufactured 
in Ireland, and brought’ across the 
ocean to the United States in Ford 
ships, which carry parts and mate- 
rials overseas to Ford car plants on 
the other side. 

Fordson tractors are admitted 
duty-free into this country, as agri- 
cultural implements, and are also ac- 
corded preferential treatment in ship- 
ments to Canada and other parts of 
the British Empire. 

The method of distribution adopted 
for the Fordson is radically different 
from that formerly employed. Whole- 
sale distributors have been appointed, 
and they are organizing their own 
dealer systems, instead of relying on 
Ford car dealers, as was formerly 
the case. Farm implement dealers 
will be used largely, although Ford 
dealers will continue to be available 
for service. 

When the Fordson was first put on 
the market, Ford car dealers were 
required to take a definite percentage 
of tractors, and this resulted in many 
sales of Fordsons by city dealers for 
industrial use. 

The new Fordson has a_ 30-hp. 
motor, turning at a speed of 1000 
r.p.m., an increase of 27.5 per cent in 
speed compared with the old model. 
It will be higher in price than some 
competitive makes. 

Details of advertising to be done in 
behalf of the new Fordson have not 
yet been announced. 


Huffman With “American 


Farming” 
Charles R. Huffman has joined the 
advertising staff of American Farm- 
ing, Chicago. He has been with the 


Chicago office of Doremus & Co. 


Heads Cedar Rapids Club 


Harry Corot, advertising manager 
of the Luberger Company, was elect- 
ed president of the Cedar Rapids Ad- 
vertising Club at the recent annual 
meeting. Others officers are: Clare 
Call, vice-president; Carl G. Helming, 
secretary, and Edward F. Misak, 
treasurer. 

The board of directors is made up 
of the officers and the following: , Ed 
Evans, John Carey, Harold Rowe, 
Ralph Clements, Marshal Brebner 
and M. H. Morrison, retiring presi- 
dent. 


236 Study Cincinnati 


Course 
Cincinnati, Jan. 28.—Students of 
advertising to the number of 236 are 
enrolled at night courses at three 
local institutions. This number in- 
cludes some already engaged in adver- 
tising. Of the total, 175 are enlisted 
at the University of Cincinnati, where 
the lecturers include E. L. Becker, 
president of the Cincinnati Advertis- 
ing Club; Robert P. Marsh, P. M. 

Holmes, and S. C. Baer. 


Direct Mail “Most 


Human’? 

Philadelphia, Jan. 28.—Direct-by- 
mail advertising was acclaimed as 
the most human and_ intimate 
medium by Dr. T. J. Mulvey, dean of 
the Charles Morris Price school of 
advertising and journalism, before 
the Philadelphia Typothetae. 


44-Hour Postal Bill May 


Pass 

New York, Jan. 29.—Of numerous 
postal measures introduced in Con- 
gress, only one, providing for a 44- 
hour week for postal employes, is 
believed to have a chance to pass by 
the National Council of Business Mail 
Users. 


Plans Cake Campaign 

The Wright Cake Company, Brook- 
lyn, has placed its advertising ac- 
count with the New York office of 
Ewing, Jones & Higgins. 


Cincinnati Agencies Merge 

The Maurice A. Berman Company 
and the Marx-Flarsheim Company 
have merged under the latter’s name. 


| es] 


ania ae ra a © << ~ J =p wiht es ae ee ea oe ey eae ee el is) at eae Oe Bat etme are Ase ef 
i Jae oo Re ee rp ey me Re ee ee ee eR oe Pace go ) IPT sy get , ae tee sine OS oN a oa ae i ee ee eR eee ee Bie ae : : of se ies ah coy ale 7 ee: Pie lo” Sera et ce ig ee 
Ce ne a ee es ell ne fee RS he, oe gee eg Ll aE ee Ay See | xe SPS © Depo a ee ee re eR a RN re ae ee Ee Siig nag ay PEG os ee eae ot any Nein Pre 
Paty gee, ere eee oa Ri at ae ‘A * Puree aa aa OnE a RS a xa SP Sie A poe a ; et eae 2 , : cater tae mere ee re Lene Cmte foe : ' ‘ee Bee ep Tar rain pa 
ao eo OE RE A IS i Se maa a.) marge re ears neem - GMS ener ey rer 
asec ts oe oi “haa: Be Ne ge : eae erie Men ente : Ss praia wh gighe sc Lea eet Fo. os? Eee eR se nes" Pe ie A mea) Ok a gd 5 pace ee 
5 ais 23. mc = ; iar eats ee Ay ; ys pees OF cS Sea rt ah. SE eis! Se ae Sa ana = pa Se ae Late: yi ase ica Dest, more eo hi 
om a ee Shoe EN RU I Ah Oe ME eet Sea eT ah aoe a iso aS ee Seite Sr Sle acy ; € 4 
ie aaa 6 : yceay ‘ 
eat 
- | 
: 
Bd 
oe _ | | 
oe | 
vege 
: oes " ee Se. ce 
“ ' > 
o of 
os a gl he ae. co 
fi aaa we 
~ ; — Ceo a | 
oa | 
we " . F Fe a: F 4 
r a r ; y ee < 
: — ~_ 
wae ‘4 —  « 
SS aie ‘ : ” “—S : z Lu 
wy — Gr 
; Sa re Fa 
—  * Ra 
Pe hae 7 d : Wi 
a a Fu 
_~_ | - = Je 
any, d - \ oe ae 
ee a ‘ sal 7 We 
de 
tri 
a aa 
| sa} 
in 
no 
po 
| siz 
Pe ers 
ta 
(ee ¢ 
: . 3 Res = . * ’ 
7 : ll _—t -~ w .* : en tio 
2 Seer | bg 
u ; RR Sake a 
— ee the 
— x ey 
e ‘ : ¥ re & sie a 
a ; i n 
* ‘ " ) . u ’ 
: . & cae &E # for 
~ : i 
iq . $ s “A bot 
— _ i bei 
a ® 7 oa a | 
? = a 
Zi a en ee ee Ree ee ee ee 
on ‘ bu 
oe | wa 
a Pl I 
. oa ila me 
——— sol 
’ 
Sh 
H a 7 ens 
im ha; 
— ee tis 
es Bu 
; far 
rec 
; ;, 
ern 
Jol 
ing 
Wa 
— , | - — Hu 
I 
of 
Pat 
Pre 
——$__—_— He 
| PS adv 
7 
Wa 
Th 
age 
— ver 
| i 
Po | J 
- seme N 
| C9 
} of 
ey , Ne 
Be t 
ee | E 
cha 
ee | S 
| | | thr 
ee —— a 
. ; _ = 


February 1, 1930 


TRADING AREAS 
SHOWN TO VARY 
WITH PRODUCT 


(Continued from Page 1) 
cent of Ashland farmers go to city 
of 10,000 or more. In Marquette 
county, 68 per cent of farmers buy 
women’s house clothes in towns un- 


Ashland farmers buy their jewelry 
and silverware in towns of 10,000 or 
more. 

“Seventy-four per cent of Mar- 
quette farmers buy radios i) towns 
under 1,000, while 54 per cent of the 
Ashland farmers travel to towns of 
10,000 or more population. 

“So far as farm implements and 
machinery are concerned, 91 per cent 
of Marquette farmers buy in towns 
under 1,000, while 59 per cent of 
Ashland farmers go to towns of 10,000 
or more. 

“It is an accepted fact that while 
many of the small town storekeepers 


Size of Towns in Which Various Commodities Are Bought by Farmers 
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der 1,000, while in Ashland this is 
true of only 7 per cent. On the other 
hand, 7 per cent of Ashland farmers 
say they buy women’s house clothes 
in towns of 10,000 or more, while 
none of the Marquette farmers re- 
ported purchases in towns of this 
size. 
Conflicting Tendencies 

“Fifty per cent of Marquette farm- 
ers buy jewelery and silverware in 
towns of 1,000, while 76 per cent of 


have had to go out of business, the 
remaining ones, instead of sitting 
idly by and watching their trade 
vanish, have been adopting better 
methods of merchandising and are 
really becoming merchandisers rather 
than storekeepers. It is still too 
early to make any basic prediction 
regarding how far this trend will go, 
but it is evident that in a number 
of communities small towns will 
bold their own.” 


Campaign on Cap Screw 


The Chandler Products Corpora- 
tion, which is building a plant in 
Cleveland for the manufacture of 
the Chandler cap screw, has placed 
its advertising with Oliver M. Byerly, 
Inc., Cleveland agency. 

This agency, which is now in the 
Leader Building, is also placing space 
for the General Wheelbarrow Com- 
pany and the Colphalt Company, 
both of Cleveland. Full pages are 
being used in business papers. 


Condemn Ubiquitous 


Salesmen 

Pittsburgh, Jan. 28.—The Pitts- 
burgh Advertising Club has issued a 
warning to salesmen-members not to 
attempt to do business during the 
meetings. Several members attend- 
ing meetings have been given ardent 
solicitations, it was reported. 


Papec Has Agency 

The Papec Machine Company, 
Shortsville, N. Y., manufacturer of 
ensilage cutters, feed grinders, and 
hay choppers, has placed its adver- 
tising with Burton Bigelow, Inc., 
Buffalo. National and_ sectional 
farm papers, business papers and di- 
rect mail will be used. 


Casey With “Jobber’s 


Salesman” 

Thomas J. Casey has become West- 
ern advertising manager of The 
Jobber’s Salesman, Chicago, succeed- 
ing Ross D. Cummings, resigned. He 
was formerly vice-president of the 
Hurley Machine Company. 


Joins Procter & Collier 
E. L. Purcell, local representative 
of the Criterion Advertising Com- 
Pany, New York, has joined the 
Procter & Collier Agency, Cincinnati. 
He will be in charge of the outdoor 
advertising department.- 


Places Lime Advertising 
The National Lime Association, 
Washington, D. C., has named the 
Thomsen-Ellis Company, advertising 
agency of Baltimore, to plan an ad- 
vertising campaign. 


Joins Direct Mail Agency 

Nicholas Samstag has joined the 
Copy and sales promotion department 
of the Commanday-Roth Company, 
New York. He was formerly with 
Michaels & Heath, Inc. 


Selling Apples Direct 

Boston, Jan. 30.—The Belmont Or- 
chards, Shoreham, Vt., are selling 
apples direct to the consumer 
through newspaper advertising. 


Radio Gets 4th 
of Cities Service 
Appropriation 


Building the program is the chief 
problem of the radio advertiser, 
speakers at the January 30 meeting 
of the Chicago Advertising Council, 
which was devoted to this subject, 


Frank LeRoy Blanchard 


asserted. Too blatant advertising, 
too long selling talks, remain a brake 
on the effectiveness of the medium. 

Miss Judith C. Waller, director of 
Station WMAQ, operated by the Chi- 
cago Daily News, spoke first, and 
explained the problem of the station 
in preparing programs for the adver- 
tiser. She said that as a rule the 
president, vice-president and adver- 
tising manager all have different 
ideas, and that the agency usually 
has still another. Furthermore, too 
many advertisers using the radio for 
the first time expect to get high-class 
talent for very little money. It can- 
not be done. Miss Waller explained 
the way in which the musicians’ 
union now dominates thé situation, 
resulting in much’ highér costs for 
production of programs. 

Analogous to Publications 

She defended the use of the radio 
for advertising, contending that it 
has the same relation to entertain- 
ment on the air that advertising in 
a magazine or newspaper has to the 
editorial content, but she predicted 
that less directly obvious efforts to 
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sell would be made by advertisers 
hereafter. 

Melvin Brorby, of the Chicago ad- 
vertising agency of Needham, Louis 
& Brorby, Inc., spoke from the point 
of view of the agency, and agreed 
that the program is the chief prob- 
lem, although the purchase of time 
likewise offers difficulties. He em- 
phasized the intimacy of contact pro- 
vided by radio, and said that sincer- 
ity is an indispensable feature of 
radio advertising. Mr. Brorby said 
that radio is now an essential part 
of advertising, and that the agency 
which does not keep. posted on the 
medium is not able to do the best 
possible job. 

Will Spend Half Million 

Frank LeRoy Blanchard, advertis- 
ing manager of Henry L. Doherty & 
Co. and Cities Service Company, of 
New York, told of the experiences of 
his companies in the use of the radio. 
They started broadcasting in 1926, 
spending $35,000. Last year the ex- 
penditure was $300,000 and this year 
it will be $500,000, one-fourth of the 
total appropriation. 

In 1929 the company received 108, 
000 requests for copies of the person- 
al budget book which is offered to 
radio listeners, compared with 100,- 
000 from all other advertising. These 
inquiries are followed up to good ad- 
vantage, he said. 

Mr. Blanchard estimated that with 
10,000,000 sets in use, there is a 
potential radio audience of 40,000,000 
people. 

The speaker said that broadcasting 
companies are doing their best to 
protect listeners from fake advertis- 
ing. 

“They have placed restrictions upon 
the copy used,” he explained, “‘to pro- 
tect investors from irresponsible pro- 
moters. Like the newspapers they 
will not accept financial advertise- 
ments of any kind until they are con- 
vinced of the responsibility of those 
behind the offering. Only reputable 
houses are permitted to broadcast.” 

All of the speakers emphasized the 
fact that radio should be used to sup- 
plement other mediums, and not ex- 
pected to carry the advertising bur- 
den alone. 


Must Advertise Report 

Cleveland, Jan. 27—The_ chief 
fiscal officer of every polling sup- 
division or taxing district must pub- 
lish an annual report, the First Ap- 
pellate District Court held in a test 
suit backed by Ohio newspapers. 
Eighty-eight counties and _ other 
units are affected. 


Heads Montreal Office 


Charles A. Abraham has been ap- 
pointed manager of the sales depart- 
ment, Montreal office, of all six 
Southam newspapers, including the 
Ottawa Citizen, Hamilton Spectator, 
Winnipeg Tribune, Calgary Herald, 
Edmonton Journal and Vancouver 
Province. 


Heads B. B. B. B. 


Crawford Johnson, Jr., was elected 
president of the Birmingham Better 
Business Bureau recently. F. M. 
Jackson is first vice-president; Mor- 
ton Simpson, second vice-president; 
E. M. McPherson, secretary, and 
Philip Oster, treasurer. H. 
Mitchell is general manager. 


Racine Agency in Chicago 

The Western Advertising Agency, 
Racine, Wis., has established a Chi- 
cago office with I. H. Marshall, ex- 
ecutive vice-president, in charge. 
Otto Osten, formerly vice-president 
of the Thomas M. Bowers Advertis- 
ing Agency, has been elected to the 
same office by Western. 


Directs Toilet Advertising 

Paul Edwards has been appointed 
northern advertising and sales man- 
ager of Golden Peacock, Inc., Paris, 
Tenn., manufacturer of bleach cream. 
He will make his headquarters in 
Chicago, contacting Erwin, Wasey & 
Co., the agency handling the account. 


Start “World Petroleum” 


The first issue of World Petroleum 
has been published by Russell Palmer, 
New York. The new paper will be 
“a forum for the discussion of the 
major problems of every phase of the 
petroleum industry throughout the 
world.” 


Issues Sunday Edition 

The Mobile Press began the pub- 
lication of a Sunday edition on Janu- 
ary 26. It is an afternoon paper. 


ASSN. PAPERS 
PLACED IN NEW 
CLASSIFICATION 


(Continued from Page 1) 

than is covered by the dues applic- 
able, for any reason, such as the man- 
ner of distribution, the system of 
record-keeping employed, inadequacy 
of records or necessity for an outside 
investigation, the Bureau shall 
charge to the publication the extra 
cost of the audit over and above the 
dues applicable. 

“(b) When a special investigation 
is found to be necessary, either 
through the complaint of a_ pub- 
lisher member or through conditions 
discovered by the Bureau's auditors, 
the cost of such investigation shall 
be divided among the publications 
involved in such proportion as the 
managing director shall deem just 
and fair, subject to the customary 
right of appeal to the Board of Direc- 
tors.” 

The resignations of Directors Ed- 
ward T. Hall and Verne Burnett were 
accepted with regret. Stuart Pea- 
body, general advertising manager of 
The Borden Company, Inc., New 
York, was elected to fill the vacancy 
caused by the resignation of Mr. 
Hall. 

Section Seven Amended 

For the purpose of clarification and 
definiteness of procedure Chapter A, 
Article II, Section 7 of the Rules 
and Regulations was amended by the 
Board to read as follows: 

“In the event that at the time of 
preliminary inspection by the Bu- 
reau’s auditor the publisher’s books 
and records available are not found 
sufficiently complete to be audited, 
publisher shall be required to sign 
an agreement to put his books and 
records into auditable shape in ac- 
cordance with the rules and proced- 
ure of the Bureau. £ 

“If publisher fails to Keep this 
agreement or fails to file Publisher’s 
Statement for a six months’ period 
his application shall be rejected and 
the initial deposit made at time of 
application for membership shall be 
forfeited. Members of the Bureau 
shall be notified of the rejection.” 

The following publications were 
dropped from memoership: 

Clearwater, Fla., Sun; Evanston, 
Ill., News-Index; National Farm 
News, Washington, D. C.; Hartford 
City, Ind., News. 

Memberships of the following were 
terminated: Elizabeth, N. J., Times; 
Farmers Home Journal, Louisville, 
Ky. 

The following were elected to mem- 
bership: 

Local Advertiser: Mack's, Inc., Day- 
tona Beech, Fla. 

Advertising agency: Ferry-Hanly 
Advertising Company, Chicago. 

Inasmuch as the preliminary in- 
spections of records have proved sat- 
isfactory the following publications 


G.| were elected and may be admitted to 


membership upon release of Audit 
Reports or Publishers’ Statemerts: 

Newspapers:” Santa Ana Times, 
Santa Ana, Calif.; The Bradford Era, 
Bradford, Pa.; Clearfield Progress, 
Clearfield, Pa.; Daily Recorder, 
Greenfield, Mass.; Daily Illustrated 
Times, Chicago; Polish Daily News, 
Detroit; Detroit Daily, Detroit; 
Stockton Record, Stockton, Calif. 

Weekly: The Chief, New York. 

Magazines: Detective Classics, New 
York; The Antiquarian, New York. 

Business Papers: Airport Construc- 
tion and Management, Los Angeles; 
Radio Retailer & Jobber, New York; 
Heating, Piping and Air Condition- 
ing, Chicago; Grain Dealers Journal, 
Chicago; Oil Field Engineering, Phil- 
adelphia; Association News, Kanka- 
kee, Ill.; Home Enonomic News, Pe- 
oria, Ill.; The Jewelers’ Circular, New 
York. 

. New Members Announced 

The following publications which 
had been duly elected to membership 
by the Board of Directors have quali- 
fied since the last meeting and are 
now members: 

Newspapers: Oregon Statesman, 
Salem, Oregon; Nassau Star, Hemp- 
stead, N. Y.; The Springfield Press, 


= 


Springfield, Mo.; Enterprise, Oregon 
City, Ore.; Times-Delta, Visalia, Calif. 

Magazines: Bystander, Cleveland; 
Your Garden, Cleveland. 

Farm Papers: Western Farmer, 
Calgary, Alta, Can.; Arkansas Farm- 
er, Little Rock, Ark. 

Business Papers: Hotel World, Chi- 
cago; Hotel Bulletin, Chicago; Hard- 
ware Trade Journal, Kansas City. 

The following resignations were an- 
nounced: 


Newspapers: The Sunbury Daily, 


Sunbury, Pa.; Polish Daily Record, 
Detroit. 
Weekly: Southtown Economist, 
Chicago. 
Magazines: The Woman's Press, 


New York; The New Outlook, Toron- 
to; Motor Boat, New York. 
Business Paper: American Motor- 
cyclist & Bicyclist, New York. 
Temporary suspension of service 
Was announced as follows: 
Stamp Collectors Magazine, New 
York. 


Function of Newspaper 

Every newspaper has three func- 
tions, Joseph H. Appel, executive 
head of John Wanamaker, New York, 
told the New York University Men in 
Advertising. He outlined these func- 
tions as those of a public utility, a 
public forum, and as a medium for 
the distribution of merchandise. 

The types of newspapers that such 
an organization as Wanamaker’s 
likes to use for advertising, he stated, 
are: those that will sell merchan- 
dise; clean; reliable and fair; those 
with the largest circulation; those in 
which the reader interest has been 
developed; creative — constructive, 
and not destructive; cheerful—not 
knockers; not blindly partisan; not 
overrun with advertising; those that 
stick to their jobs, and those that 
have a fair rate. 


Starts School for 


Announcers 
Elmore Bostwick has established a 
school for embryo radio announcers 
at Seattle. It is conducted in con- 
nection with Station KJR, pupils 
being trained in effective microphone 
enunciation. 


Ray Schaeffer Returns 

G. R. Schaeffer, advertising man- 
ager of Marshall Field & Co., Chi- 
cago, is back in the Windy City after 
a trip to Florida, where he con- 
valesced from a stay in a hospital. 


Heads H. S. & M. 
A. M. Levy has been elected presi- 
dent of Hart, Schaffner & Marx, Chi- 
cago, succeeding the late Harry Hart. 


SALESMAN AVAILABLE 


Have sold space in leading maga- 
zines for ten years. Ability d@emon- 
strated. Clear thinker with sound 
business judgment. Established 
contacts with all important Eastern 
advertisers and agencies. 


Box 429, Advertising Age, 
414 Graybar Bldg., New York 


THE LETTER SHOP, Inc. 


handles all work connected with 
Direct-by-Mail Advertising 


Telephone Wab. 8655-8656 


440 S. Dearborn St. Chicago 


Over 5,000 industrial execu- 
tives who each annually direct the 
handling of an average of 506, 
000 tons of merchandise and 
materials, and over 2,200 trans- 
portation executives read the 
TRAFFIC WORLD. 
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H. W. KELLOGG, Adv. Mgr. 
418 S. Market Street 
Chicago, IIl. 


New York Office 51 E. 42nd Street 
News Bureau Washington, D. C. 


Traffic In All Its Phases 


Material Handling, Packing, Ware- 
housing, Air, Motor, Rail and Water 
Transport. 
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“All the News of Advertising” 


—in these pages every week 


The primary requirement of every business 
is news—information—upon which to base 
its plans and policies. 


The more active and progressive the in- 
dustry, the more important is news in its 
operating program—the more nearly indis- 
pensable the news function becomes. 


Advertising is the most characteristic busi- 
ness activity in America. Advertising in 
1930 must be guided by those who are not 
only proficient, but alert; not only skillful, 
but informed. The news of advertising, 
therefore, is a vital part of the business 
equipment of every man and woman who 
must plan, produce or place advertising. 


In these pages each week we present the 
news of advertising, as a primary and 
exclusive service. We consider it an op- 


portunity and a privilege to be able to 
render it. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


537 So. Dearborn Street, Chicago New York Office: Graybar Building 
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